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Education and Cooperation 


HE first of this month there was a sales conference by 

members of the Edison Electric Institute and their guests 

held in Chicago. This is a news item and a matter of 
record which on the surface interests the utility membership 
chiefly. 

The transactions of this meeting, the discussions that oc- 
curred, and the addresses delivered, are however, of the broad- 
est significance to the entire electrical industry, and to its 
customers—the public at large. 

These annual sales meetings have been held for many years, 
and one who attends them regularly can trace over a long 
period the development of a trend and the growth of a philoso- 
phy. 

Time was when methods of merchandising and the achieve- 
ment of individual sales records dominated the programs. That 
was many years ago. At this most recent conference, a long 
term policy and purpose of utility commercial promotion was 
expressed and exposed as in no other meeting in this writer’s 
memory. 

Today, the policy of the power companies can be summed 
up in two words—education and cooperation: education of the 
public to every use of electricity that makes for better, easier 
and more healthful living; cooperation in the cultivation of 
greater markets for merchandise for and with the trades serving 
the public. These two means of growth, one dovetailing into 


the other are the earnest purpose of these men of vision and- 


good-will who direct the policies of our utilities. All through 
the conference this was clear and apparent, not only from 
the top policy men themselves, but equally from the men and 
women down the line, who translate policies into actual 
practice. 

The trouble with a meeting like this is that it is kept 
under the conferees hats, as it were. They might have been a 
bunch of conspirators as far as the public knows. And in some 
quarters they may indeed be so regarded. It is one of the 
faults of the electric utilities that they haven’t done an espe- 
cially good job of getting over to the public, or even to the 
electrical trade the quality and character of their great and 
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continuing achievements. The papers, read at a meeting such 
as I am writing about, will be published. But the human part 
of it, the genuine enthusiastic warmth evaporates in cold type. 
That is why I am devoting this space and these few words of 
mine to this subject. 


T is impossible for me, of course, to touch on even the highest 
spots of the many sessions, papers and discussions that 
occupied some six hundred men and women for four days. The 
subject of lighting from many angles, its relation to industry 
and defense production, its commercial application and its 
vital effect upon human eyesight was the subject of a whole 
day’s discussion. Power on the farm with higher productivity, 
better incomes, more comforts and a higher living standard for 
the rural population took up three sessions. 

One meeting I want to enlarge upon because it was of 
uncommon importance to all of us who are engaged in promoting 
appliance markets, the meeting which dealt with the work 
being done by home service. 

No one is closer to education and cooperation than the home 
service woman. In the multiple services of electricity she 
deals with service to the home and that affects all of us. The 
appliance manufacturer, distributor, retailer and salesman must 
in the long run depend upon the degree of satisfaction afforded 


by the use of appliances in the domestic task for which they - 


are designed. On this basis of satisfaction our market has been 
built and its further growth depends. The products themselves 
are expensive, relatively at least to those hand operated tools 
which they displace, some of them are fairly intricate and 
the user must learn to operate them. For no matter how good 
they are, if the operation for best results is not fully under- 
stood, the essential satisfaction, pride of ownership and word 
of mouth recommendation will not be created. 


AR sighted utility men years ago created home service 

departments in order to assure just these results in the use 
of home appliances. Here is education with a commercial 
purpose, but also it has a great human result. 

At this sales conference we had an opportunity to hear from 
home service women just how this job is being handled. And 
the most skeptical could not fail to be impressed. 

Home service activity is demonstrating a better way of 
living by the full use of electricity. It is a prime factor today 
in the creation of markets through word-of-mouth advertising ; 
it stimulates a full and satisfying use of electricity; it is surely 
one of the great agents for better public relations and trade 
relations. It builds on a firm foundation not for the utilities 
only but for the entire industry. 
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Antediluvian Days 


in Domestic Refrigerators 


A mystery is unravelled 


and old timers interviewed 


MOST curious pall of mystery 
overhung the origin of the 
domestic electric refrigerator 

when gathering of material for this 
story was started. No one seemed 
to know anything about it. It brought 
to mind the lines about the great 
Greek poet: 

“Homer, living, had no place to lay 
his head; seven cities claimed his birth- 
place, Homer dead.” 

Somewhere, still living, was surely 
the man who gave women their great- 
est household boon, next to the washer 
and the sewing machine. But due to 
the familiar quality of his invention, 
he was on his way to being forgotten, 
along with that dawn of history man 
who made the first wheel, the first 
safety pin. 

Even the trail was misleading. 
There had even been a presentation 
of the “first” domestic electric refrig- 
erator to the Smithsonian Museum. 
But Frank A. Taylor, a curator, denied 
that it had been accepted or was ex- 
hibited as the “first.” It was merely 
an early model. 

Confusion existed, naturally because 
the domestic refrigerator was an adap- 
tation of the earlier commercial ma- 
chine. Nevertheless there was a dif- 
ference between the two. Obviously 
the exact moment of the invention, 
the point of mutation, occurred when 
these two things happened: 


1. A compact electric refrigerator 
was brought out primarily for home 
use. 

2. A machine appeared that was 
automatic in its operation in contrast 
to the commercial machine which had 
to be kept on a true course by an 
engineer. 

The job of running down this 
mystery of who started all this busi- 
ness appealed to this writer who loves 
a phenomena like a bloodhound loves 
hamburger. A dozen men gave a 
dozen answers. The files of old maga- 
zines were delightfully vague. Finally, 
the late E. H. Lloyd, of Common- 
wealth Edison Company, who had seen 
most of the electric “firsts” offered 
for sale was talked to. Mr. Lloyd 
named as the inventor, Fred W. Wolf. 

Though Fred Wolf may be called 
the man who brought out what was 
truly the first domestic refrigerator, 
nevertheless, it should be said here 
that the ancestor of virtually every 
hermetically sealed domestic refriger- 
ator on the market today, is the Audif- 
fren, a dumb-bell shaped refrigerating 
unit invented by a French monk early 
in the century. It was patented in the 
United States by Marcel Audiffren 
and Henry Stengrun on September 8, 
1908. In it were the ideas that are 
employed in hermetically sealed units 
today. Unfortunately, the Audiffren 
model itself was not a domestic unit, 


While the Domelre may have been the first domestic machine, 
this Audiffren, shown above—a commercial refrigerator—is actu- 
ally the ancestor of hermetically sealed units sold today. 
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ecful h 


The first cially 


hold mechanical refrigerator, 


showing doors of cabinet open and a front view of the earliest model 
cooling coil. 


so it belongs properly in the history 
of commercial refrigeration. 

Coming back to Fred Wolf. He 
had disappeared into thin air. Clue 
after clue as to his whereabouts from 
old friends turned into nothing. 

In the meanwhile a lot of com- 
mercial refrigeration history was un- 
earthed. A full cousin to the domestic 
refrigerator on both sides, it may be 
interesting to sketch over the past 
for the benefit of youngsters who have 
just come into the business. Thanks 
are due, in passing, to George F. 
Taubeneck of Refrigeration News. 

You have to go way back in history 
to discover just when men first got 
the idea of mechanical refrigeration. 
Possibly by blowing on their fingers, 
or cooling their soup they observed 
phenomena which Dr. William Cullen 
was to use in producing ice by me- 
chanical means as far back as 1755. 
Later Michael Faraday and Humphrey 
Davey liquified gases and laid down 
laws as to their behavior along about 
1820. 

An American living in London, 
Jacob Perkins, is credited with being 
the first man to make ice in commer- 
cial quantities. The year was 1834 
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and he employed ether to do the trick 


An avalanche of experiments was 
launched by the middle of the last cer- 


tury. Prof. A. C. Twining of New 


Haven, Dr. John Gorrie of Appa 
lachicola, Fla., Edmund Carre and his 
brother Ferdinand, started the use 0! 


ammonia as a refrigerant in 186 


These lads took out a U. S. patent 


on Oct. 2, 1860, and introduced froze! 


meat to Paris. “Down under” in Aus 
tralia, Thomas F. Mort started ship- 
ping frozen meat to England and it is 
matter of record that E. D. Nichol 


used some commercial machine 


household application in Sydney as fa' 


back as 1873. The Civil War nipp 
off ice from the North and a M: 
Bujar shipped a Carre machine t 


New Orleans’ which was capable % 


making 500 Ib. of ice a day but whic 
flopped under incompetent operation 

C. P. G. Lind of Munich betwee! 
the years 1873 and 1875 introduc 
the ammonia refrigerating machi 
It is considered somewhat as t 
granddaddy of the compression syste" 


His first machine incidentally we" 
into the Wacker and Burk Brewis 


& Malting Co., Chicago, in 188 


Two men called on A. H. Go» 
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DISING 


the Chevrolet Motor Company in 

4. They were E. J. Copeland and 
B. Wales. Wales had blueprints 
an absorption type refrigerator 
ich he thought could be used for 
nestic refrigeration. Mr. Goss ad- 
ced the money to Wales for a 
iel. He did his work in a second 

ry shop on Franklin Street in De- 

When he took a look at it 
is said he turned it down without 

pn seeing it run. It resembled a 

be Goldberg device, and employed 

plosive anhydrous ammonia. Wales 

k another running start and devised 

machine which discharged chilled 
pressed air into the food com- 

ment. This one made no ice 

However, it used sulphur diox- 
which was a whole lot safer than 
pgas in the first model. 

Goss, who felt he had something, 
ed in the J. Walter Thompson ad- 

rising agency and suggested the 

me of Lord Kelvin to them as a 

sible source of trademark. Lord 
in was the author of the law of 

it transfer. The agency created the 

“Kelvinator.” 

While the Kelvinator Corporation 
luced domestic refrigerators in 

l4, the company was not incorpo- 

red until 1917. Some 67 were sold 
the year 1918, in 1920 more than 
had been marketed. Most of these 

» installations in old style re- 

gerators and had compressors in the 

sement, 

‘ome 25 years ago the woods were 
Mf men working on the idea of 
estic refrigerators. An article in 
November, 1916, issue of Ice & 
rigeration listed the Auto Vacuum 
hine; the Vosse of New York; 
Acme, New York; the Zicer, 

eveland; the Penguin, Dubuque; the 
lsie, Jacksonville, Fla.; the Ger- 
nic, Belleville, Il]. (which was the 

t nationally advertised refrigerator, 

by appearing in the Saturday Even- 

Post); the McCurdy, Fort Madi- 

Iowa. 

\mong the compression systems ex- 
ng in 1916 were the Audiffren, Fort 
ne; Domelre (Isko), Detroit; the 
tomatic Electric (Blizzard), Mil- 
kee; the Bachman, Pittsburgh; the 
mswick Automatic, New Bruns- 
k, N. J.; the Naxco, Wapakoneta, 
); the Girard, Springfield, IIl.; 

t Harris, Portland, Ore.; the Wil- 
1s, Indianapolis; the McCreery, 
ssonville; the Standard, Belleville, 
the Barsmith, Chicago; the Mc- 
lland, Chicago; the Frost Maker, 
ago; the Guardian, Detroit; the 
id Blast (air) Chicago. 
lany were the approaches to the 
dosition. Some merely chilled the 

The Penguin used 200 gal. of 


The men who made the early refrigerators 


explain why they have become obsolete 


By Tom F. Blackburn 


OROTHY PARKER, the poet- 
ess, was once credited with 
the remark, "Women live too 
long." She might have been talk- 
ing about electrical refrigerators. 
Well built, skilfully designed, 
there are millions of boxes over 
seven years old ticking away mer- 
rily which should be replaced. 
Glance at the sales since 1925 
and you gain an idea of the snow- 
ball of replacement possibilities 
which has been growing up. The 
public over the last fifteen years 
has bought: 


1925 75,0000 
1926 205,000 
1927 375,000 
1928 535,000 
1929 778,000 
1930 791,000 
1931 906,000 
1932 798,000 
1933 1,016,000 
1934 1,283,000 
1935 . 1,568,000 
1936 1,996,000 
1937 2,310,000 
1938 1,240,000 
1939 1,900,000 
1940 2,600,000 

18,376,000 


Refrigerators from seven to ten 
years old or more, are red ink in- 
vestments to their owners. They 
have paid for themselves in sav- 
ings on food, the biggest outlay 
that families make. They have pro- 
vided ice for years, tone des- 
serts for thousands of meals. They 
"owe" their owners nothing. 

It is simple to point out to the 
possessor of an aging box that to- 
day's models are much more beau- 
tiful and convenient. She cannot 
deny that. 


But the improvements in me- 
chanism which have taken place 
are concealed. The owner does 
not realize that she is paying 
double what she should for refrig- 
eration electric bills. How can that 
be, she asks. She overlooks the 
fact that her venerable relic may 
have lost efficiency. It still runs, 
doesn't it, she says. She tends to 
forget the nibbling service charges 
that old refrigerators entail. 
"Young man, you are just making 
up things to cause me to be dis- 
satisfied with our old refriger- 
ator," she sums up. 

The answer to any such situa- 
tion is to present the facts. Not 
the irridescent, poppy scented 
dreams of sales promotion men, 
but the grave talk of engineers. 

This article is written to put you 
on a common ground with the 
owner of an old refrigerator, to 
understand just what it lacks in 
comparison with today's models. 
All too many people do not real- 
ize the changes that have taken 
place. With mechanically minded 
male prospects, this should be 
especially helpful. 

For when the engineers who 
made them say it is time for. re- 
placement, it must be believed. 
And in this article Electrical Mer- 
chandising presents interviews in 
popular language with some of the 
top refrigeration engineers in the 
country. Each man tells the story 
as he sees it, and the significant 
things which have improved the 
product and made it such a vastly 
better proposition than a few 
years ago. 


water a day. The Willsie was a kero- 


“sene operated machine. 


The Isko, which was the successor 
to the Wolf Domelre, should be de- 
scribed in some detail. It was the first 
to have an air cooled condenser (de- 
scribed in Ice and Refrigeration for 
April, 1914) and had some 240 Ib. 
refrigerating capacity. It is said to 
have employed a } hp. motor, and took 
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170 watts an hour to operate. 

First notice of domestic refrigera- 
tion by utilities was taken, according 
to Editor Taubeneck of Electric Re- 
frigeration News, by C. K. Nichols 
of the New York Edison Company, 
who read a paper on domestic refrig- 
eration at Association Island in July, 
1922. Out of 115 replies received 
from a questionnaire sent out to re- 


frigerator owners he got the follow- 
ing dope: Average length of owner- 
ship was 1 yr. 7 mo.; 95 out of 115 
were operating satisfactorily; 12 had 
minor troubles; 4 found the machine 
unsatisfactory; four had discontinued 
them. 

John R. Replogle of Detroit, in Re- 
frigeration News, said that Frigidaire 
had started as the Guardian Refrig- 
erator Company of Detroit. The two 
men who founded the company had 
had some experience in the Fort 
Wayne factory that had been making 
the Audiffren machine. W. C. Durant 
bought their interests in 1917 and at 
this time only 50 Guardians had been 
made, which Mr. Durant reported as 
given away to wealthy friends and 
not sold. 

The Frigidaire trade mark, in the 
opinion of Mr. Replogle, was coined 
by Ben M. Stoddard, an early Frigid- 
aire president. Durant owned Guard- 
ian personally and sold it to General 
Motors. Later the firm took over 
the Isko patents which had been owned 
by Henry B. Joy of Packard. It is 
interesting to note that the first Frig- 
idaire, Model B, in 1920, retailed for 
$750. 

In 1930 General Motors and Dupont 
formed a subsidiary company and 
called it Kinetic Chemicals. In the 
firm were E, G. Robinson, president, 
Thomas Midgley, Jr., vice president, 
R. J. Thompson, engineer. This 
organization worked out the refriger- 
ating gas, freon. 

The first step in a device for making 
more easy the job of getting out ice 
cubes is credited to Lloyd G. Cope- 
man, The ice that froze on his boots 
during a duck hunt would not stick, 
and it gave him the idea of rubber 
trays. 

When the pioneers of domestic re- 
frigeration first took over, all was 
not duck soup for them. It must be 
remembered that commercial machines 
have an attendant standing around to 
regulate them. The domestic refrig- 
erator had to be absolutely on its own 
and still work. It was not surrounded 
by experts but by amateurs. It had 
to perform an automatic operation and 
supply some 200 Ib. of daily ice melt- 
ing capacity. Naturally the automatic 
controls were probably the most diffi- 
cult to develop. 

It had to be refrigerant tight, as 
nervous women could not stand the 
odor of escaping gas like ice plant 
men might. 

It had to be reliable and operate 
under all kinds of conditions. It had 
to be free from many service calls 
if it were to succeed. 

The first controls were bi-metal, 
much as you see on furnace regulating 
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TIME FOR REPLACEMENT 


The trouble with bi-metal 
was the fact that it did not expand or 
contract very much under conditions 
of cold as it did in heat, and as a re- 
sult it was not very satisfactory in 
establishing electrical contact. When 
gas-filled bellows came in—gas ex- 
pands or contracts very rapidly when 


devices. 


chilled—the trick was turned. 

In handling refrigerants the old 
timers had one of their toughest 
jobs. They discovered that coarse 


grey castings would permit the gas 
to leak out. They learned that moist- 
ure in the system caused corrosion 
and freezing up of valves. New stand- 
ards of dryness had to be worked out. 
They learned that the v-belt would 
help reduce the noise. 

No truer words were ever spoken 
than those of the old timer who said, 
“The public may have paid for the 
development of the automobile—but in 
the perfecting of the domestic electric 
refrigerator, the paid, 
paid plenty.” 


backers and 


FRED WOLF TELLS HIS STORY 


Now to return to 
To the appliance 
mystery man. 


Fred W. Wolf. 
world he was a 
He had completely dis- 
appeared and this writer sought his 
whereabouts in a dozen cities. Finally 
he was discovered retired in Key West, 
Florida, and kindly consented to tell 
the story of his early work, excerpts 
of which follow: 

I can remember everything that ever 
happened in refrigeration since the 
time | forward and back on the 
planer in our shop in my kilt wearing 
time. 


rode 


I became conscious of things around 
me just as my father was importing 


his first Linde Ice Machines and 
Sultzer Bros. engines. A half dozen 
have been running continuously 24 


hours a day since 1881 in the Schlitz, 
Milwaukee, Ruigler, New York City, 
and Leisy, Cleveland, breweries. 

Naturally the family’s all absorbing 
conversation was its new business— 
my mother being secretary of the com- 
pany and its financial brains and my 
father the sales engineer. 

My playground was the shop. 
While dad was traveling around Chi- 
cago I was in the buggy with him. 
When I was about seven I began going 
with him on jobs out of the city. 
When but a mere youth I started 
working in the shop when not being 
chased to school and later college— 
Stevens, Class of 1901. 

The foundation to the story of my 
getting the for a domestic re- 
frigerator from a brewer’s home is 
that back about 1893 we built a 
machine weighing 30,000 pounds, ex- 
pressed it to one of the Piel brothers, 
the brewers of Brooklyn, N. Y., who 
had a summer home in Maine. They 
had an engineer from the brewery go 
up there to run it. 

This is almost as funny and not 
quite as primitive as the machines 
we have built to be turned by man- 


idea 


way 
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Fred W. Wolf tells for the first time 

how he built the first domestic electric 

refrigerator in his home at 7341 N. Ash- 
land Ave., Chicago. 


power 24 hours a day which went 
mostly to tropical homes. 

My father way back in 1886 built 
himself a domestic machine but be- 
cause of conditions we found on a 
job at Fahrig’s Restaurant on Ran- 
dolph St. in Chicago he never ran 
his in our home, only at the shop. 
Think of this, the Fahrig job was in- 
stalled before central station current 
was continuous in Chicago, so we had 
to put in a boiler and engine to run 
the machine day times and electrically 
only at night. 

This proves refrigeration came first. 
Incidentally the first Chicago machine 
we installed was in the old Wacker 
(Charles Wacker’s, father of Wacker 
Drive) and Birk brewery at Erie and 
the Northwestern R.R. tracks in 1882 
and when that brewery was dismantled 
it was sold and is still running. 

In 1910 I started on the Zicer Gas 
Ice Apparatus, perfected it in 1911 and 
started manufacturing it in Cleveland 
in 1912. In August I sold out 
to the gas utilities men. 


due 


Evolution of a Trademark 


I thought I would manufacture an 
electric domestic refrigerator because 
the public was electric minded. I 
felt I could get up an air cooled con- 
denser using sulphur dioxide and an 
automatic expansion valve and elec- 
tric controls and at that first meeting 
I showed them a Colonial motor whose 
inbuilt worm gear drive was directly 
connected with a four cylinder Kelloff 
compressor purchased in January of 
1912 which carries my conception to 
January, 1912, or before and my dis- 
closure to June, 1912. 

I moved to 7341 N. Ashland Blvd., 
Chicago, and immediately started 
building a white enameled steel re- 
frigerator, lined it with four inches of 
cork, put in four doors of four sheets 
of plate glass and 3 air spaces, elec- 
tric light and hole in the top to set 
a machine on and into the upper left 
compartment in which to make ice 
cubes. I purchased a coil of copper 


coil for condenser and a coil of tinned 
copper coil for the freezing element 
and made a weighted expansion valve 
and purchased a McCray refrigerator. 
I mounted the Colonial motor and 
Kelloff four cylinder air compressor 
converted to sulphur dioxide and it 
ran. 

Mr. Edwin Ward, mgr., United 
Cork Co., Chicago, saw the first ma- 
chine, also Mr. Wm. Bardenheur, con- 
sulting engineer of the Brunswick 
Kroeschell Co. at New Brunswick, 
N. J., also Mr. Victor A. Johnson. 
The mechanic Stromborn, is still 
around Chicago, as is Mr. Arthur 


Nelson. I could mention hundreds 
more. 
Mr. Otto E. Freund and all his 


brothers (the engravers at 20 E. Ran- 
dolph St.) were in my laboratory, also 
stockholders. Mr. Geo. Hochmeister, 
chief engineer of Doris Regulator 
Valve Co., Mr. David Wilkinson and 
Mr. Page Thibodeaux were kids when 
they played around in my lab at 7341 
N. Ashland Blvd., Chicago. 

This first machine was just start- 
ing up when friends called for an 
automobile trip and so much confi- 
dence did I have in this outfit that 
we week-ended at our summer home 
at Lake Geneva letting the thing run 
continuously for four days with no 
one around it and I can’t remember 


how many weeks longer until the sted 
refrigerator was ready. 

This was in 1912—then about 19} 
in Rural News I read an article, “Wg 
in Sheeps Clothing Proposes to Mak 
Ice in your Refrigerator as Thoug! 
Such a Thing Can be Done.” 

I was also the first to name Ele 
tric Refrigeration, up to 1908 I adve; 
tised Mechanical Refrigeration, then ;, 
the Commonwealth Edison Elect; 
Company’s magazine I switched ; 
Electric Refrigeration to get pub 
utilities interest. I got up the nay 
Fridger from Refrigerator.  Cuttiy 
the Re because it inferred rechargin 
from reicing and the “ator” becau 
it means nothing and made “frige/ 
Fridger to get away from the sour 
and to resemble a name Bridger. 

When Delco bought the Guardiz 
Refrigerator from and through W. ( 
Durant also the Frigidor Corp. ty 
bred the two words to Frigidair 
using Fridger from one of my § 
brochures and changing t 
“aire” a la France. 

A. P. Criswell once said he cou 
count on the fingers of one hand al 
the men ever rich in the field and 
holding up his other hand with th 
four fingers cut off—said and thar 
old daddy Wolf. 

Very sincerely 
W. 


“dor” 


Fred J. Heideman of Detroit was the first domestic refrigera- 


tion engineer. 


DOMESTIC REFRIGERATION ENGINEER 


Fred J. Heideman of Detroit became 
the world’s first domestic electric re- 
frigeration engineer. He was making 
a compressor for some dentists who 
saw a market for a device that would 
blow air into teeth and possibly into 
those new fangled automobile tires. 

To him, Fred W. Wolf came seek- 
ing a compressor for his domestic 
refrigerator. Mr. Heideman tells how 
he got busy and made ten models for 
Wolf. One was finished. 

“Wolf had mounted his compressor 
and motor on top of the baseboard 
and had the evaporator on the other 
side,” said Mr. Heideman. “It was 


He tells here what got in his hair in the 
early days. 


the first self-contained unit, I thin 
He was having trouble because of ( 
slogging in his evaporator. The ma 
chine employed sulphur dioxide # 
for a thermostat had a brass U, whic 
was attached with long strips of ru 
less material to a trip hammer wh 
ran the switch. It worked aiter 
fashion.” 
Wolf had a little shop over on \ 
low St. in Chicago, and was try" 
to get his model going as he had 
prospective purchaser, Mr. Heidema 
relates. The customer was Henry! 
Joy, who wanted to retire and thoug 
domestic refrigeration offered s0 
thing for him to play around with 
The machine worked to Mr. Jo 
satisfaction and he laid $225,000 9 
the line to Wolf. Incidentally, # 
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Mr. Heideman, Wolf was the only one 
§ the pioneers to make any money on 
jomestic refrigeration. In the old 
Peter Smith Building on Mt. Elliott 
and Milwaukee Sts., in Detroit, Henry 
B. Joy set up a shop to perfect the 
domestic refrigerator. 

The new name given the device was 
the “Isko.” Possibly 4,000 machines 
were produced, Mr. Heideman thinks. 

However, there was trouble aplenty 
und the public didn’t take hold as 
miickly as Mr. Joy hoped it would. 
When the War came along Mr. Joy 
lost interest and turned to Liberty 
motors for airplanes. A. Y. Gowan 
f Chicago bought out Joy and moved 
the shop to Chicago. He brought out 
gear type machine which was not so 
successful and eventually the Isko 
“ompany dissolved, the patents going 
to the Frigidaire division of General 
Motors Sales Corporation. 


Mr. Heideman joined E. J. Copeland 
in the firm which was later to become 
Kelvinator. 

“One of the difficulties of the early 
days was the delay in avoiding leaks,” 
he says. “We had a stuffing box 
around the shaft but it seemed that 
sulphur dioxide was always oozing out. 
One day I called on a man whose 
office was illuminated with gas light. 
He pulled over toward him a gas lamp 
which was flung on an elbow. From 
this ball-and-socket combination I got 
the idea of a shaft seal. When you 
realize that the early Domelre ma- 
chine took a } hp. motor to do the 
work of a ro hp. job you can realize 
how much friction there was in the 
old stuffing box to keep out gas leaks. 
I saw I could take the idea of that 
swivel fitting and create a device which 
would set in a cone like a ball bear- 
ing.” 


(elvinator Has Run the Gamut 


Old refrigerators are obsolete even if they run, in the light 
of present refrigerators with their much lower operating costs, 
says Dr. L. A. Phillip, chief engineer of Kelvinator. 


F all companies making electrical 

refrigerators, the Kelvinator 
poration seems to stem back in 
story farthest. 

There is a tale in its archives of 
~w Francis Bacon caught his death 
‘cold stuffing a chicken with snow to 
preserve it. Of how Lord Kelvin 
tad found things for the government 
% tax in his laboratory. Kelvinator 
men relate that a Mr. Singer turned 
wut in 1890 a unit which contained a 
notor and a compressor. Kelvinator’s 
Heideman—still living in Detroit— 
and Hodjesky turned their hand to a 
“ermal regulator in 1914. 

‘Only a few of the pioneer machines 
are still in use,” says Dr. L. A. 
rhillip, chief engineer of refrigeration 
Kelvinator. Of greatest interest 
dealers are those early models which 
Were sold in quantities. 
tw obsolete. What made them so 
as not the yearly change in models, 
tut two sweeping changes that came 
mo refrigerator making technique. 
Take a look at an old pre-1930 Kel- 
‘nator and it will have a brine tank. 
Now brine tanks were something that 
“ld very easily as the public under- 
ood perfectly the principle of freez- 


"g ice cream and how the presence 


These are - 


of brine about it all kept it cold. In 
actual practice in an electric refriger- 
ator the brine took more time to absorb 
cold and as a result slowed up the 
speed with which it operated. Brine 
tanks had a limited life, leaks were 
likely through corrosion. 

Early Kelvinators had copper trays. 
At that time the anode treatment for 


This Kelvinator model was inspired by the |8th Amendment. 


A Kelvinator of the early twenties, showing brine tank mounted 
in wood cabinet, The compressor is installed in the basement. 


aluminum—which permits the metal to 
stand up with all sorts of water—was 
unknown and expensive copper was 
used for dependability. 

The early refrigerators were built 
somewhat as you would construct a 
house. Frames were put up and to 
these wooden members were fastened 
panels. There being a joint in every 
corner, this was a constant source 
of air leaks in the insulation. 

Now there is quite a hookup between 
the efficiency of the insulation and the 
owner’s pocketbook. The poorer the 
insulation the more the refrigerator 
has to run to do its job and the more 
it costs the owner. On the old boxes 


Built for use 


in the boss's office, it was finished to match the woodwork and contained 
a locked compartment for the Scotch of the period. 


the chances are that the insulation has 
deteriorated and the expense of oper- 
ating the refrigerator is much greater 
than it was even at the beginning. 

On early models all doors were fast- 
ened on with wood screws into the 
wood. Now wood is not nearly as 
good an insulator as the real thing. 

Dr. Johnson of dictionary fame once 
said, “A Woman preacher is like a 
dog walking on his hind legs—you are 
so surprised to see it done at all you’re 
not critical of how well it is done.” 

That was the general attitude toward 
the refrigerator of earlier years. The 
shelves were closely spaced, the re- 
frigerator was deep and it was all 
kind of a nuisance to get loaded. Ap- 
parently people were not at all criti- 
cal of the early models in their sur- 
prise at seeing them operate at all. 
But over the years it was discovered 
that too much of the inside space 
was wasted simply because it could 
not be reached, or because everything 
had to be taken out to get at things. 
There was no place for meat. There 
was no arrangement for proper humid- 
ity. The crisper was small. There 
was no place for frozen food. 

Prior to 1936 Kelvinator compres- 
sor units were of the non-sealed type. 
The layman may ask, “What differ- 
ence does it make ?” 

Well, for one thing, in the old open 
units the engineers were up against 
one situation that the public knew little 
about. A shaft had to reach into the 
compressor to keep it in motion. In- 
side there was gas under pressure. 
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TIME FOR REPLACEMENT 


This Kelvinator made the first big step 


which obsoleted previous models. Out 
this year went brine tanks, aad a much 
faster machine was the result. 


Now it is 
pening 
entirely 
True, a 


impossible to 
which will admit a_ shaft 
proof against gas leakage. 
seal of a was invented, 
which was placed between the com- 
pressor and the pulleys. But many a 
family shut off their old open type 
refrigerator for a few months only to 
find themselves out of gas when they 
turned it on. 

Calling a 


make an 


sort 


man out to the 
house to have him recharge the re- 
frigerator is an expensive item, and 
having this happen every so often 
ran up the cost of owning an electric 
refrigerator quite a bit. 

With the coming of the 1936 Kel- 
vinators there was a remarkable sav- 


service 


ing in current made possible. The 
new hermetically sealed compressor 
took less current to operate. On the 


early units it was necessary to have 
a tan blowing against the condenser 
to carry away the heat generated. 
condenser air cooled 
and laid flat in the coolest part of the 
floor. The fan was 
Today the Kelvinator is 
natural The 
warm air from the condenser flows up 
the back of the box which creates a 
perpetual draft of air just like the 
chimney on your house does. 

The cabinet itself benefited at this 


Later this was 
cabinet—near the 
eliminated. 


cooled by convection. 


time by a better shelf arrangement. 
A stainless steel evaporator was in- 
troduced which would not corrode. 


This took the place of earlier evapo- 
rators which chipped and often had to 
be replaced. 

Many little things today go to cut 
down the current. For in- 
stance by tying together the pipe lines 
as they ascend and descend from the 
evaporator—one hot, the other cold— 
heat is exchanged and thus less mani- 
pulation is needed to make the gases 
again effective. 

With the 1936 refrigerator came the 


cost of 
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use of safe, non-odorous freon gas. 
Older boxes were loaded with sul- 
phur dioxide gas which, while not 
dangerous, brings tears to the eyes 
when it escapes and has been known 
to make a family panicky. In fact, 
one story is told in New York of a 
woman smelling gas who hysterically 
called the police. The coppers came 
up, sniffed the refrigerator and tossed 
it out of a 12-story apartment build- 
ing into a vacant alley, scared that it 
was going to “explode.” Naturally 
the woman had to buy a new refrig- 
erator, thanks to her panic. 

The evolution of the Kelvinator 
might be said to have taken place in 
the following manner: 

Open type Kelvinators, using sul- 
phur dioxide gas. Early models were 
finished with air-dried lacquer which 
time has since revealed, didn’t stand 
up. Today’s refrigerators cost about 
half as much to operate. 

Kelvinators with the welded type of 
cooling units. simplification of 
moving parts and valves took place. 
Silver was used for soldering joints, 


being hard and unaffected by gases. 

Kelvinators which used non-toxic 
refrigerants, and which had improved 
finishes. 

Kelvinators with improved sealing 
of cabinets against moisture. These 
also had the automatic overload of the 
unit, which takes care of the voltage 
fluctuations on the line. 

Kelvinators with hermetically sealed 
units, which greatly lowered operating 
costs. Heat leakage was lowered by 
an increase in the thickness of the 
insulation, proper design of the front 
of the cabinet. A new type of breaker 
strip reduced the heat losses up to 20 
percent. 

Kelvinators with one-piece exterior 
cabinet construction. This sealed in- 
teriors, replacing the old-fashioned 
panels. 

Kelvinators featuring the high 
humidity principle. This box is able 
to preserve the vitamin content in food, 
right at a time when people are begin- 
ning to appreciate what vitamins are 
and what to do for them. Earlier boxes 
do not have this capacity. 


Frigidaire Men Work for Years 


on New Improvements 


Men work for five years to learn 
how to get out ice cubes easily. 


oo every man who has 
ever patiently held an ice cube 
grid beneath a faucet and waited for 
the cubes to melt sufficiently so that 
they might drop, has wondered how 
he could invent a way to pop them out 
without all the waste and fooling 
around. 

Little did he know that three men 
at the Frigidaire division of General 
Motors Sales Corporation worked 
years to find out how this trick 
might be turned. 

This assignment of engineers to 
projects is one of the basic bits of 
strategy at Frigidaire which impresses 
a visitor. In a little black book at 
Dayton today are a list of fifty proj- 
ects now in work for the future. Some 
280 men in the engineering depart- 


ment are employed by the corporation, 
and of these fully 100 devote all their 
time to future product development. 
“A man gets an assignment to work 
on one particular thing,” says S. M. 
Schweller, who heads up refrigera- 
tion engineering, “and he does nothing 
else from then on—either he discov- 
ers the solution, or we drop the propo- 
sition after many futile experiments.” 
All Frigidaire men have had 
adventure in chasing down these will 
o’ the wisp ideas—men like F. L. 
Meacham, Andy Kucher, Blair Hull, 
who has authored a book on refrig- 
eration. To them ELectricat Mer- 
CHANDISING talked, to learn about 
how the evolution of the refrigerator 
looked to men who were a part of it. 
It was like this around 1920, Andy 


Kucher relates. A rich man wx 
having an electric refrigerator 
stalled in his house in 1919. It cos 
him $1,500, $100 a cubic foot—ap; 
everything was running hunky doy 
when Kucher got a service call. 

“Hey,” said the buyer, “Is it nece: 
sary that this thing shake the whol 
house? Every time it comes on: 
balustrade does a shimmy.” 

A steel platform that had to | 
put in, almost doubling the cost. B 
that was what refrigeration was |i 
in the good old days. Early mod 
had plywood cabinets which went : 
pieces. Then too, there were bri: 
tanks which corroded. Early buye; 
had the pleasure of being first | 
they had plenty of worry too. 

The first motors failed due to p 
motor bearings, compressor stuff 
box leaks, bad belts and because 
insufficient lubrication. Early mod 
of refrigerators were frequently cook 
by water, which meant a $20 plu 
ing installation and a perpetual wat 
bill, to say nothing of occasiond 
freeze-ups. 

It must be remembered, say ¢ 
engineers of Frigidaire, that th 
were no highly accurate gages | 
tween the years 1915-1925. 0: 
1/1000th inch was about the lim: 
Compressors had from 3 to 6/00: 
inch clearance with the result 
there was an inefficiency due to lea 
age. Thanks to improved gages, | 
speak of 1/10,000th today like th 
did of 1/1000th twenty years ago 

It is in the processing steps t 
much of the refrigerator progress | 
been made. For example, an elect 
motor suffers from heat, moisture < 
oxidation. It depends upon prop 
lubrication and control of tempe 
ture. Inside a hermetically sea 
job, a motor is freed from oxidat 


It is not possible to modernize a |928 
Frigidaire. Freon gas would stall is 
old fashioned motor. 


and 
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and moisture and its heat can be 
controlled. This is what accounts 
jor the phenomenally long life of pres- 
ent day motors. 

Steadily the refrigerator engineer 
has closed in on minor details, such 
as noise. Step by step the entire re- 
frigerator has been checked over to 
see what noise producing factors may 
be eliminated. They have noted the 
noise caused by the tiny flapper valve. 
They have found that the laminations 
of motors make a sound, that the air 
gaps between the rotor and the stator 
are guilty. Extensive engineering 
development and tests are required to 
reduce noise and improve efficiency. 
Possibly the starting noise of today’s 
refrigerator is a third less than it was 
three or four years ago. In running 
noise it is 50 per cent less than it was 
during that period. 

It was in 1933 that the Meter- 
Miser appeared on the Frigidaire. 
Back of its appearance was a project 
that studied many things the average 
man takes for granted. Men learned 
just how many watts of power it took 
to run the belt, how many watts were 
needed to overcome the friction in the 
gas seals. As a result, a hermetically 
sealed compressor was evolved that 
has cut down the consumption of 
electricity enormously. 

The compressor on today’s Frigid- 
aire is the result of a dream design 
which evolved before today’s refrig- 
erant was created. Engineers knew 
that if they had a refrigerant with 
certain characteristics they could 
make this kind of compressor. Event- 
ually the refrigerant arrived and the 
compressor was already on the draft- 
ing board waiting for it. 

Dr. Tom G. Midgley was given the 
job of working on these unknown 
fluorine refrigerants. He was told 


The era of improvement starts—the cold 

control in 1929, the Hydrator a covered 

tray to crisp vegetables in this 1930 
model, 


what would be considered ideal in a 
gas. The only difficulty was that the 
gas did not exist and it was up to 
him to burn the midnight oil and dis- 
cover it. 

When Dr. Midgley announced his 
gas, it was sprung on his fellow work- 
ers at a meetings. Charles W. Ket- 
tering, the famous General Motors 
engineer, placed a refrigerator in the 
room where the meeting was being 
held. He permitted it to discharge 
the refrigerant in the atmosphere all 
the time the group was there. The 
men present thought merely that a 
radiator was hissing. No one got 
headaches, no one realized what was 
happening until Kettering at the end 
of the session dramatically sprung 
the gas on them, the result of a proj- 
ect which had been given up. 


Insulation 


An electric refrigerator is like a 
pitcher of ice water setting on a 
table. It attracts moisture. This 
moisture penetrates niches and cran- 
nies that are unbelievably small, and 
eventually the insulation becomes 
waterlogged. That is the weakness 
of an old box. The chances are it 
has lost its insulation power and costs 
more to run. Today’s Frigidaires 
are vented on the inside so that any 


moisture in the insulation is “sucked”: 


out of it. Furthermore, with a one- 
piece steel cabinet the insulation is 
sealed in from the outside with little 
chance of ever becoming  water- 
soaked. 

“It must be remembered that the 
application of the insulation is what 
counts,” said F. L. Meacham. “In a 
one-piece absolutely airtight refrig- 
erator wa'l a different type of insula- 
tion may be used than in other con- 
structions. In each case Frigidaire 


With the hermetically sealed unit, Frigid- 

aire cut its operating cost in two. Any 

one who uses an older Frigidaire pays 
more for running costs. 


has been working toward lowering 
the cost and yet giving perfect im- 
proved performance and satisfaction.” 

Frigidaires made prior to 1925 had 
wooden cabinets. Usually made of 
maple, oak and other hardwoods they 
took many coats of paint to finish 
them. 

Gaskets on the early box were 
made of coated fabrics, which tended 
to squash flat, set, and lacked grease 
resistance. A great deal of cold air 
slipped out of old boxes through faulty 
gaskets which meant higher running 
costs. Rubber used today has the 
unique abiltty to resist grease. 

The advantage of one piece steel 
cabinet bodies is that they permit a 
much more adequate sealing against 
infiltration of moisture into the insula- 
tion. 

The coming of the one-piece steel 
porcelain cabinets also represented an 
advance in porcelain enamel finishing. 
The deep drawings of steel produced 
shapes which were atomically out of 
balance and which had a remarkable 
tendency to warp, particularly under 
heat. The new process called for a 
marked reduction in the temperature 
necessary to apply porcelain enamel, 
with the result that there was less 
warping. 

Of course, with the change came 
better cleaning and etching of metal 
surfaces, but one of the things that 
made such remarkable improvement 
in porcelain enamel over old models 
has been the improved opacity of por- 
celain. This permitted, it to be ap- 
plied more thinly. Men already knew 
that the thinner the coats the less 
chipping there would be, and opacity 
permitted the thin coat. 

With the creation of the one-piece 
steel cabinet it became possible to 
introduce styling. Up to this time a 


"Cold Wall" construction provided re- 

frigeration that keeps food moist as well 

as cold—something older refrigerators 
do not do. 


S. M. Schweller, 
Frigidaire division GMC, comes from 


chief engineer for 


* Maria Stein, Ohio. He “grew up” with 
Frigidaire. 


box was made of six sheets of metal, 
one for each side, and little could be 
done in the way of decoration. When 
Frigidaires were stamped out, the 
way was open to many innovations 
in design. we 

Cold controls—those little gadgets 
that permit you to set the temperature 
of your refrigerator at will—came 
right out of the laboratory. There was 
always a means of changing the tem- 
perature setting on refrigerators from 
the earliest days. However, they 
were tucked away in_ inaccessible 
places and only an engineer could 
work them. In the various testing 
rooms, where settings must be changed 
frequently Frigidaire engineers dis- 
covered that this was a nuisance and 
the cold control should be in an 
accessible spot. 

In the Frigidaire Cold Wall, 
brought out in 1939, another product 
of the Frigidaire laboratories 
emerged. Years earlier, in 1930 the 
hydrator had been introduced. A 
covered vegetable pan that did not 
permit moisture to be dried out of 
produce. However, the hydrator was 
too small. Mamma couldn’t put in 
the saucer of canned pears left over 
from supper. A large hydrator was 
the logical thing, with shelves in it. 
At first blush it seems as if the whole 
question is answered. But the diffi- 
culty lay, Frigidaire engineers said, 
in providing the proper temperature 
for this inside box. A large hydrator 
automatically blocks off the circula- 
tion of cold air through the box 
from the evaporator. 

The problem could have been solved 
by building a pair of refrigerating 
units, one for the box, one for the 
hydrator. But what Kettering said 
was remembered: “Any fool can make 
a thing that is complicated, but it 
takes a smart man to make it simple.” 

The Cold Wall principle actually 


operates like an ice pack applied to a 


gentleman’s 
after. 
tact. 


head on the morning 
Coolness is transferred by con- 
The coils that surround the 
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giant hydrator run up into the evap- 
orator, absorb a chill and come back 
down with their cooling refrigerant 
to the walls of that portion of the box 
they are to regulate in temperature. 
If it is a hot day and the unit is run- 
ning a lot and naturally much colder, 
the temperature of the Cold Wall is 
also much cooler. You could almost 
say it works in sympathy and at any 
rate, the contents kept 
properly cold. 


are always 


To give you an idea of what modern 
Frigidaires have that early models 


lack, glance down at the following 
list. 
Step by step, from 1922 to 1939, 


there has been progress. 


Step 1 Air cooled Condenser 
White Enamel finish 
Cork board insulation 
Single cylinder compressor 

Step 2. One-piece porcelain lining 
Box mounted on socket 

casters 
Step 3. White porcelain exterior 


Twin cylinder compressor 


Step 5 Cold control 
Vegetable storage compart- 
ment 


Step 6  Hydrators 
Quickube ice trays (rubber) 
Step 7 Dulux finish 
Step 8 Automatic tray release 
Automatic defrosting 
\utomatic interior lighting 
Step 9 Frozen’ storage compart- 
ment 
Super freezer 
Seamless metal freezing 
trays 
Tall bottle space 
\djustable shelves 
Step 10 Automatic reset defroster 
F-114 low pressure refrig- 
erant 
Deluxe water cooler 
Step 11 Frigidaire meter-miser 
Full width sliding shelves 
Double range cold control 
Step 12. Four zones of cold 


Frozen 
ment 

Instant cube release 

Five-year protection plan 


storage compart- 


General Electric Started Off With 
the Hermetically Sealed Idea 


be bring refrigeration to the be- 
nighted missions in Brazil, an 
Abbe Audriffren invented a mechani- 
cal refrigerator over in France many 


years ago. It looked like a huge 
dumbbell and the whole gadget re- 
volved. Inside straddling a shaft much 
as a man sits on a horse, rode the 
heavy compressor, holding its own 
against the rotating force through 
gravity. 

The gadget had an idea: Every- 


thing was hermetically sealed inside 
the unit. The troublesome shaft seal 
was eliminated. So in 1911 the Gen- 
eral Electric Company contracted to 
manufacture these Audriffren refrig- 
eration units in the United States, 
which were all commercial machines 
incidently. 

It is interesting to look back and 
read refrigeration 
report which summed up the field as 
General Electric Company saw it, 
Aug. 8, 1923. In it A. R. Stevenson 
Jr., Walter Goll and Clark Orr recom- 
mended that the General Electric Com- 
pany should continue the development 
of a sealed unit electric 
refrigerator. With the great increase 
in power generation in the United 
States in which General Electric had 
a hand, it was felt that something 
should be done to increase power con- 
sumption. This would 
revenue of utilities, indirectly benefit- 
ing General Electric. Refrigeration 
offered a way. 

Said the National Association of Ice 
Industries, July, 1923, “More than $60 
million has been spent developing the 


over a domestic 


domestic 


increase the 
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eral Electric solons, “Probably inaccu- 
rate, but if one-third of the amount 
was spent it showed the difficulty of 
the situation.” Some 40,500 domestic 
refrigerators of all makes would be 
sold in 1923, the plan board under- 
stood. The ideal electric refrigerator 
they felt should be an air-cooled ma- 
chine. The electric bill might be $1.30 


This old timer 1925-6 GE had a brine tank and a wooden 
box. Its compressor was hermetically sealed however, even 


in those days. 


Chris Steenstrup of General Electric called the “daddy 


of the hermetically 


more for six months than a_ water 
cooled model, but it should be remem- 
bered that 86c worth of water would 
be saved, on an average. The her- 
metically sealed principle of the Audif- 
fren unit appealed to General Electric 
engineers but it was estimated that 
this design could not be produced in 
a smaller household size to sell for 
much less than $900. About 1917 de- 
velopment was started on a less expen- 
sive sealed domestic unit and by 1923 
a number of water cooled Monitor top 
units had been produced. An air 
cooled modification of this design was 
then developed and several thousand 
sold through 1925 and 1926. 

The job of developing the unit into 
a dependable mass production product 
was then turned over to Christian 
Steenstrup at Schenectady. Steen- 
strup, an immigrant from Denmark as 
a boy, had started with the General 
Electric Company as a toolmaker in 
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sealed domestic 


A big jump ahead took place in the 1927 GE. 


refrigerator." 


1901 and had risen to the position oi 
supervisor of mechanical research 
when the refrigeration job was turned 
over to him. The holder of some 113 
patents, Steenstrup had been responsi- 
ble for the development of hydrogen 
copper brazing which is used very ex- 
tensively by refrigerator manufactur- 
ers today. In 1927 the improved 
Steenstrup design was placed in quan- 
tity production. This was the DR 
type Monitor Top. 

There is told at Schenectady an off- 
the-record story of how one of Steen- 
strup’s assistants managed to carry at 
early development unit (which at the 
last minute had stopped refrigerating 
through an important board meeting 
by keeping the evaporator well frosted 
through the liberal application oi 
liquid air. 

The old timers at General Electric 
looked at all angles. Sizing up the 
market they discovered that the $3,18) 


It was all 


stee!, eliminated the drain, and had a porcelain enamel 
evaporator. 
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a year income in 1914 had the same 
puri hasing power as a $5,000 income 
in 1923. People getting $3,500 annu- 
ally would be prospects for a $350 
jevice, they felt. They expected a 
gradual reduction in the price. From 
around $500 apiece in 1923 the refrig- 
erator might go down to $300 by 1935. 
This was the way things were going: 


No. of Domestic Stevenson's 
Refrigerators Sold Estimate 
1919 7,500 
1920 11,500 
1921 17,600 
1922 27,680 


One maker of refrigerators had said 
that the market for the electric refrig- 
erator would be larger than the market 
for automobiles. “It seems obvious 
that this is a mistaken notion,” ob- 
served the G. E. wise men. 

More ice was consumed in New 
York than elsewhere, followed closely 
by Pennsylvania, Illinois, California 
and Ohio, Texas. These states looked 
like the places in which to launch a 
new refrigerator. 


1923 Ideals 


In 1923 it was thought that the ideal 
lomestic refrigerator should be able 
to make 124 Ib. of ice ina day. There 
should be a service man who could 
reach any machine within two or three 
jour’s time. Two service men would 
be needed for each of the largest cities. 
Dealers should allow 4 per cent to 
their sales price for service. The big 
argument in favor of an electric re- 
irigerator would be freedom from the 
ce man, the purity of ice. Because 
people did not know what a cubic foot 
meant the General Electric refriger- 
ator department thought they should 
give ratings of their boxes in pounds 


The year 1935 saw an entirely redesigned 
GE, which cut down operating cost 50 
per cent. 


of ice produced. They believed that a 
7.08 cu. ft. size box was the best. 

On refrigerants they felt that the 
public was prejudiced against am- 
monia. The General Electric old tim- 
ers in 1923 thought that people who 
already owned ice boxes would offer 
a lot of sales resistance. In Chicago 
an Isko dealer had already made al- 
lowances for a trade-in of old ice 
boxes. Fisher of Hurley told them 
that dealers would have to operate a 
second hand business as part of the 
refrigerating machine business. On 
installations in old boxes the manu- 
facturer merely guaranteed the temper- 
ature of the brine tank, and not the 
food compartments as they were not 
responsible for quality of insulation of 
the box. One competitor had a unit 
consisting of a 15 cu. ft. box that froze 
9 lb. of ice in 8 hours, 72 cubes in all. 
This was marvelous. The GE old 
timers thought it was a logical idea 
that any domestic electric refrigerator 
should be sold as a complete unit, box 
and all. 


Service Expensive 


Electrical refrigeration was not 
economical in those days, they agreed. 
With electricity at 5¢ per kw-hr. and 
ice at 60¢ per 100 Ib. a 6 cu. ft. box 
must be sold for $175 to equal the ice 
cost of that day. 

“The General Electric salesman to- 
day who persuades an owner of an 
older GE box to buy a 1941 model has 
a more difficult time of it than might 
be expected, because many are per- 
fectly happy with their original pur- 
chase,” explains W. M. Timmerman 
of that company. “In the first place, 
General Electric Company got off with 
a revolutionary approach to the re- 
frigeration field. It offered a _ her- 
metically-sealed machine. 

“The 1925 GE had a brine tank. 
While a brine tank appeals to the 
public as a conservator of cold, never- 
theless it has liabilities. Brine is 
corrosive and messy and the tank occu- 
pied a good deal of space in the cabi- 
net. Of course, the brine tank reduced 
the number of starts and stops which 
were necessary. Early units were 
noisy, partly because the manufacturer 
didn’t have the machine tool equipment 
to produce them correctly. Mounting 
the unit on top of the cabinet made it 
imperative that a quiet design be pro- 
duced. 

“The early motors had copper bars 
soldered into position—and solder 
offered a chance of corrosion. Fur- 
thermore, too much heat would melt 
the solder. Today the same parts of 
the motor are made of cast aluminum 
or copper welded, making the rotors 
practically indestructible. 

Another field in which General 
Electric felt it got off to the right 
start was in its thermal control. Most 
machines in 1925 had a gas operated 
bellows which was part of the system. 
General Electric used a separate gas 
control which could be replaced with- 
out tapping into the system itself. 

An early mistake in refrigerator 
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It should be remembered that a ten year 
old refrigerator has run a lot farther 
than a two year old auto, says W. M. 
Timmerman, manager of commercial en- 
gineering, General Electric Co. 


manufacture was in using wood. Not 
realizing exactly what happened to a 
refrigerator, insulation wasn’t sealed 
in, and the moisture attracted by the 
operation caused the wood to go to 
pieces. 

The 1927 GE was all steel. It had 
a sheet steel evaporator and its mech- 
anism was redesigned. The brine tank 
was given up but there was freezing 
solution around the evaporator. 
Which, incidentally, was of porcelain 
enamel. This was easy to clean and 
wouldn’t fill up so with frost. The 
drain was eliminated. A tray caught 
all the moisture while defrosting in 
the 1927 model. 

Models that came out in 1931 saw 
a better finish, consisting of a baked 
enamel with a glyptal resin base, 
(Dulux) which was _ tremendously 
superior to the pyroxilin lacquers pre- 
viously used, in flexibility, grease 
resistance, color retention and pro- 
tection to the steel. 

The year 1935 saw an entirely re- 


designed mechanism, which cut the 
operating cost 50 per cent. It whittled 
down electric consumption from 37 to 
around 22 kw-hr. per month. The 
cause of this revolution was due to 
General Electric’s redesign built 
around the Scotch yoke compressor. 

General Electric Company through- 
out the years experimented with differ- 
ent types of floats, which are the de- 
vices that control pressure. The high 
side float was selected as being the 
most foolproof and reliable and has 
been used consistently. 


The Monitor Top 
Goes Downstairs 


In redesigning the 1935 model GE 
engineers put the monitor top beneath. 

The 1935 model had vegetable draw- 
ers, a meat pan, sliding shelves, ad- 
justable ice shelf and an interior light. 

“The jump from 1935 to 1941 has 
largely been one of conveniences and 
styling,” said Mr. Timmerman. “The 
quick type ice trays, the illuminated 
temperature control, the frozen food 
section, lowered temperatures and 
more space for food, the sliding vege- 
table drawer with glass covers, the 
covered meat pan, the stainless steel 
shelves, the evaporator door, the but- 
ter conditioner, the more flexible shelf 
arrangement and the defrosting indi- 
cator are largely conveniences. Both 
boxes will run for years. 

“Tt should be remembered that in 
ten years a refrigerator running 5 
hours a day will have operated 18,000 
hours. Most mechanical devices are 
worn out long before they run an 
equivalent number of hours. For ex- 
ample an automobile at 60,000 miles is 
on its last legs and yet at an average 
speed of 30 miles an hour that is 
equivalent to only 2,000 hours of oper- 
ation. 

In his opinion the rebuilding of the 
old hermetically-sealed unit is not eco- 
nomical, as the lower operating cost 
and improved performance of the cur- 
rent machines will more than pay the 
difference in cost. 

As an indication of how the electric 
refrigerator has improved while the 
price is dropping, Mr. Timmerman 


THE GROWTH 


IN VALUE 


Price and efficiency change in comparable models of about 6 cu. ft. 


Capacity 
Model Del. Price 1927 as 100%, 
$310 100 
1928 310 100 
1929 290 100 
1930 283 115 
1931 280 Wg 
1932 258 119 
1933 240 141 
1934 245 141 
1935 204 156 
1936 204 156 
1937 175 156 
1938 180 156 
1939 145 156 
1940 129 156 


Ave. kw-hr. Noise Ice, freezing 
No. 1927—100% rate, 1927—100%, 
50 100 100 
50 83 100 
50 83 100 
50 83 151 
42 68 167 
42 68 167 
37 36 270 
37 36 270 
22 25 300 
22 22.3 300 
20 22 314 
20 22 314 
20 22 314 
20 22 314 
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called attention to a table which sum- 
med up what has happened since 1927 
to 1939. By putting a finger on his 
model, any owner can get a quick idea 
of how it compares to later models in 
efficiency : 


1925 — 


Hermetically 
Model OC2 
Type 

Air co led 


nated 


sealed unit 


Monitor Top 


unit—Fan_ elimi- 

Control independent of system 
proper 

Off and On Switch—Overload 
protective relay for motor 

High side float. 

Unit redesigned — Model 
Monitor 

Pressure 


DR 

lop Type 

lubrication, automatic 

unloader, internal spring 
mounting 

Welded compressor case 

All- steel 

Drain eliminated - 
supplied 


cabinet 


Drip tray 


Steel porcelain evaporator. 


1928 
1931 


Adjustable temperature control. 

Glyptal baked enamel finish 
started in production, used 
100% in 1933 

Sliding shelves — Adjustable 
height 

Rubber grids and trays (may 

have been used carlier). 

Foot pedal door opener 

Automatic interior light 

Stainless steel evaporator. 

Monitor Top with rotary com- 
pressor—methyl formate re- 
frigerant 


1933 


Ice tray release 

Covered vegetable pans. 

New compressor—Scotch yoke 
type 


Average kw.-hr. consumption 
cut from 37 to 22 kw. hr. per 


month 

Sealed unit placed in bottom of 
cabinet 

Flat plate condenser on back 
of cabinet 

Stainless steel shelves. 


Number of Parts in a Westinghouse 
Refrigerator Has Dropped from 1243 to 714 


“THOSE of you who saw the movie, 

“The Invisible Man,” know how 
a chap who can’t be seen, can toss 
money around, trip ladies on the street 
and raise Ned generally because no 
one can lay hands on him. 

In the rise of domestic refrigeration 
engineers have had an equal struggle 
to pen in a gas which was invisible 
and mischievous. 

After dinner speakers are always 
taking low bows in the direction of 
the automotive industry which, they 
say, revolutionized American modes of 
manufacturing. The truth is, the do- 
refrigerator taught the 
automobile lot of their tech- 
nique, particularly in close tolerances. 
A visit to the Westinghouse Electric 
& Manufacturing Company plant at 
Mass., will give dealers 
of what has been done. 

It is in the 


mestic has 


men a 


Springfield, 
some 1 lea 


implifications and re- 


finements of parts that today’s refrig- 
erator is so far ahead of its pre- 
decessor. For example, the 1931-32 
model Westinghouse had something 
like 1,243 parts. Today’s model has 
714, which is a 57 per cent reduction. 

The old timer would be astonished 


at how parts are 
the 1941 models. 


lactory 


checked for size in 
The Westinghouse 
has in one of its sections a 
spot light which shines on a part the 
size of a dime and magnifies it as big 
as a dinner plate so that a girl can 
see the slightest defect. Other devices 
have been perfected which measure 
electrically sizes up to 1/10,000 inch. 
Obviously such fine measurements 
could not be done by any hand methods. 

Old time 


refrigerator condensers 


had fins to radiate heat. The flow 
of air through them brought dust, 
cobwebs to clog them up and reduce 
their effectiveness. The Westinghouse 
condenser for 1941 is a tube annealed 
to a long plate of metal. No chance 
for dust to be caught here. 

We read much about air-cooled air- 
plane engines, and yet not many men 
selling electric refrigerators realize 
that a Westinghouse has fins wrapped 
around the motor which radiate heat 
in the same manner. Once upon a 
time there was a fan playing against 
these fins to blow off the heat. Along 
came a smart engineer and constructed 
a little chimney in the back of the 
refrigerator. Anyone who has ever 
put a hand in a chimney knows there 
is a current of air going upward all 
the time and this is precisely what 
happens here. The heat goes off the 
fins of the compressor and flows up the 
chimney. Result, the fan is eliminated. 

Old time refrigerators had the pres- 
sure regulated by means of floats 
which are rather touchy things to 
operate. Let a refrigerator be turned 
on the side and bang went the float 
out of position. Today Westinghouse 
engineers use a capillary tube to regu- 
late the flow of refrigerant. It works 
on the same basis as a lot of people 
crowding through a revolving door. 
Only so many get through at a time 
regardless of the number behind. By 
careful balancing and knowing just 
what has to be done today’s Westing- 
house gets rid of some moving parts 
and yet permits the right passage of 
liquid gas. 

“The evolution of the electric refrig- 


NOISE LEVEL IN KITCHEN PROVING 


Gas refrigerators have nothing to brag 
about the quietness compared to today's 
refrigerator 


erator,” says engineers J. H. Ashbaugh 
and W. B. Anderson, “has been toward 
the elimination of possible leaks. Each 
joint that is done away with, each 
moving part that can be eliminated is 
a step toward simplicity of operation 
and avoids possible future trouble.” 
The first Westinghouse refrigerator 
was offered to the public in 1929. 
Westinghouse started out manufactur- 


ing a hermetically sealed unit. This 
original refrigerator used a piston 
pump. It was felt that the belt- 


driven open type machine with all its 
gas seal hazards was wrong. You 
can’t make two surfaces that slide 
together gas-tight, and there are 
always those potential leaks in the 
older models. 

With the old open-type units it was 
found that belts wore out, the refrig- 
erator was noisy and squeaked and 
very often it had to have a new gas 
charge put in every year. Let a 
family shut off its box during vacation 
and very often they found when they 
started it up later that they got no 
cold, 

In the early hermetically-sealed 
refrigerator, there was occasionally 
trouble with the motor. When any- 
thing went wrong these had to be 
sent to the factory for repair. The 


difficulty lay in the chemical and proce. 
essing problem. For the first time 
motors were operating in an atmos. 
phere that consisted of refrigerant in. 
stead of air. The behavior of the 
oil lubricant added new complication: 
to the picture. Then too, the her. 
metically sealed jobs employed a hig 
speed motor running 1,750 rp. 
against the open type which wen: 
from 250 to 600 r.p:m. It was like 
driving a car at 90 miles an hour— 
new things were likely to be en- 
countered. 

One of the early difficulties encount- 
ered in hermetics was the failu 
to freeze ice. The oil hardening up 
would not permit the gas to pas; 
through it with the result that th 
machine stalled. After this first mys- 
tery was unraveled many earl 
models had a heating unit designed t 
keep the oil warrh under all condition: 

The coming of the hermetically- 
sealed refrigerator cut down service 
operations materially. All the service 
man could do was to clean the con- 
denser, adjust the control, fix the float 
(with a magnet which permitted hin 
to pull things around from the out- 
side). The early hermetic unit was a 
tough baby to remove. On 194! 
models Westinghouse jobs, W. B 
Anderson guarantees to teach anybody 
to remove it in a 15-minute lesson. 

All hermetically-sealed refrigerator: 
started out with a top mounted unit 
because it was easy to get rid of the 
heat from the top. Furthermore, the 
factory was able to get units into a 
compact assembly. The 1930 West- 
inghouse, which was the first, em- 
ployed forced-draft cooling. A breeze 
constantly played over the running 
hermetically-sealed unit. This gave 
plenty of cooling and speeded up the 
process. In fact, a 1930 model West- 
inghouse had excess capacity. A 
“buffet” top concealed the mechanism. 

The 1932 Westinghouse saw 4 
change in the cabinet from wood te 
steel. Anyone owning one of thesé 
old models today should know that 
while it performs all right, neverthe 
less it consumes two thirds more elec- 
tricity than the 1941 refrigerator, and 
is 40 percent noisier. 

Then too, a 1941 model is the better 
food preserver than a 1932 model. 

(Please turn to page 16) 


Refrigerators Are Becoming More Simple 
Total number of parts, for example, in Westinghouse domestic units 


Model Year 1931- 1933 1934 1935- 1937 1938 1939- 1941 
32 36 40 
Unit Model A B Cc D-E F H J Lo 
E tor 9 10 14 14 16 17 15 15 
574 546 550 537 542 508 464 461 
Condenser 63 63 63 63 63 68 68 2 
Fan 223 #141 «+144 «+144 «138° 
Control 206 159 159 #159 «©2118 «#36118 «©6118 «119 
Thermostat 35 35 35 35 35 35 33 33 
Assembly 116 171 123 123 105 52 64 84 
Float 17 17 17 17 
Total 1243 1142 1102 1089 1043 936 900 14 
Percentage 100 = 92. 88. 87. 84. 75. 72. 57 
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1941 


THE 


Promotions and products during the years 


when public acceptance was being gained 


Trick gadgets such as water coolers with faucet were early 
introduced in large refrigerators. 


As late as 1929, 50 deg. temperature in storage space was the goal. In that year an 
important national campaign was based on the 50 deg. storage temperature. Now 
refrigerators maintain selected temperatures lower than 50 deg. for food storage purposes. 


"ood cabinet refrigerator with installed Frigid- 
tire. Many large early boxes are still in service. 


ln the showroom ice cubes were the most important part of 
tte demonstration. First question asked by prospects was: 
“Will it really freeze ice?” 


An early publicity picture showing Kelvinator 
in use on one of tha Byrd Polar expeditions. 


This early Kelvinator picture emphasizes storage capacity. 
The brine tank evaporator of the refrigerators in the middle 
Twenties took a relatively large proportion of the total space. 


This also is a publicity picture used to get over the idea that the 
refrigerator was as important for storage in winter as in summer, 


A showroom in the late Twenties. Skirts were half 
as long and refrigerator operating costs twice as 
large as they are today. 


: = | 


The 1930 boxes were able to keep food 
at 50 deg. or less. 


no méat-keeper. 


It had no crisper, 
Today you get a box 
which keeps the temperature at 40 
deg. all the time. Milk which is 
kept at 50 deg. temperature for ex- 
ample would taste rather quickly. 
When you wanted ice cubes you lost 
about 20 percent of your ice in hold- 
ing the grid under the faucet in melt- 
ing them loose. The lacquer on the 
1930 boxes turned yellow and grease 
frequently took it off. In useability 
the 1930 model did not compare 
with 1941, as it was 20 in. deep and 
from 30 to 40 percent of the space 
inside was not used because it could 
not be Modern 
have eliminated the stoop—no 
squat—no squint” necessary to get 
into the box which was a liability of 
older models and particularly annoy- 
ing to pregnant women. 

The Westinghouse 
boxes until 1934 was sulphur dioxide. 
While sulphur dioxide is not neces- 
sarily nevertheless it is 
irritating to the nostrils and is what 
might be called a “panic” type of 
gas. People didn’t know the difference 
between illuminating gas and sulphur 
dioxide and when they smelled some- 
thing they got excited. 

Freon, which is tasteless, has no 
odor, came in 1934 to Westinghouse. 
Fruit could be frozen in it and it 
ended the gas fear question. 


reached. boxes too 


“no 


refrigerant in 


dangerous, 


lhe year 1936 saw bottom mounting 
of the 


compressor on Westinghouse 
refrigerators. Women, it appeared, 
wanted the top of the refrigerator 


free to use as a shelf, and they liked 
that could be looked 
into while standing erect. 

The year 1938 saw the meat-keeper 
introduced in 


a higher box 


Westinghouse boxes. 
Oddly enough, little attention had been 
paid to the fact that meat represents 
the greatest investment any 

makes in foodstuffs. Old meat 
flavor, acquires an odor and discolors, 
even though it may be perfectly edible 


family 


loses 


| 
} 
ty 
| 
t 
| 
r | 
> 


OLD 


One reason why it costs less to run a 1941 refrigerator—the fan is gone. 


The women who had a lot of money 
tied up in it didn’t like to this 
happen and as a result came the meat- 
keeper which is able to hold 13 Ib. 
of meat for two weeks, if necessary. 
As a matter of fact, meat is generally 
used within four or five days, but 
the provision of a special place for 
the highest priced food the family buys 
step forward in electrical re- 
frigeration. 

The year 1941 sees plastics used to 
cut down further the heat leakage. 
Light but massive plastics opened up 
a new field of decoration for refriger- 
ators. On the 1941 model the breaker 
strips—which compares to the frame 
of a door—are plastic and cut down 
the amount of cold that can ooze out. 
The evaporator door is plastic and 


see 


Was a 


Here's the original 1929 Westinghouse refrigerator—it 


cost two-thirds more to operate 


than today's models. 
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The year 1932 saw all steel models come to Westinghouse. 


today’s meat-keeper has a window 
which permits peeking through with- 


out opening. 


Glass shelves, which are easy to 
clean, came in as a result of a dis- 
covery that cold air tends to slide 


down the back of the wall instead of 
circling around and round. A great 
number of tests with thermocouples 
was necessary to find just what did 


happen inside of a cold box. The 
movement of artificial smoke which 
was peeked at through a window 


offered another way of checking what 
happened. In fact the boys got a 
pretty good look at Yehudi, the little 
fellow who turns off the light when 
refrigerator doors are shut, in their 
experiments. By means of the intro- 
duction of inside doors and drawers 


in modern Westinghouse refrigerator; 
it was discovered that much cold coy) 
be kept from automatically spilling oy 


when the door was opened. 


There isn’t a great deal to tell aboy 
the insulation story of Westinghous 
In fact all the insulation has bee 


good. It is estimated that 


the 194) 


Westinghouse refrigerator is 15 per. 


more efficient 
Fiber glass 


cent 


model. which 


than the 


1936 


is used 


today, won’t settle and there is pn 
chance of suction of moisture from 


the air. In fact, in 1936 a 


cellulose 


type of insulation was used whic 


absorbed moisture and had a 
to settle. 


tendency 


If a termite was ever abi 


to get inside such a box, he had , 


tasty meal awaiting him. 


The coming of freon gas stepped 
up the capacity of the Westinghous 


refrigerator some 40 percent. 


During 


the last three years the performance 
ability of Westinghouse boxes has bee 


about the same. 
a Westinghouse refrigerator 


It is estimated tha 


unit wil] 


last 24 times longer than those of a 


decade ago and yet cost less 
ate. In fact, in a 110 deg. 


to oper- 
room the 


interior of a Westinghouse refrigerato: 
can be kept at 40 deg. by running the 


unit from 40 to 50% of the 


time. 


Because the cost of operation is one 
thing that sticks in the average man’s 


craw, the following chart on 


Westing- 


house refrigerators is interesting t 


contemplate. 


SHOWING HOW OPERATING 
COSTS HAVE GONE DOWN 


No load tests on energy consumption of 


Westinghouse refrigerators: 
Year 
1931 
1932 
1933 
1934 
1935 
1936 
1937 
1938 
1939 
1940 
1941 


Percentage 
100%, 


By 1936 Westinghouse boxes were bottom oper- 


ated, used Freon gas and were more efficient 
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DISING 


The battle of Westinghouse engi- 


rs in recent years has been to 
juce the noise level of the refriger- 


Because a certain make of gas 
tigerator boasts of its quietness, 
made a sales point of the fact, 
stinghouse engineers have been 
ving away at this point. Each 
rating part of the refrigerator has 


gone over and refined for noise 


ination. For example, on the little 
per valve, a simple device about 
size. of a Canadian dime, it was 
nd there was some contact with 
tal as it moved up and down. By 
ting two ridges around this opening, 
led “lands” it was found that the 
caught in the valleys and acted 
, cushion as the flapper valve 
e down, thereby killing the sound. 
ther improvement where refriger- 
is likely to trickle and make gurg- 
y noises consisted of small sleeves 
und the pipe which were filled with 
|, deadening the sound. 

In fact, there has been a decline 
the amount of operating noise in 
Westinghouse refrigerator,” said 
Ashbaugh. “It is almost down 
the same level today as a clock 
ng, a steady decline from 1936. 
side a quiet electric fan, water boil- 
om a gas stove, or a gas flame 
ning, it is almost the quietest 
g in the home.” 

ther phase of the Westinghouse 
gerator that means something to 
lealers selling is the decline in 


weight. Weight has to be paid for 
and it takes a lot of strength to juggle 
around, so engineers in their simplifi- 
cation have trimmed off much of the 
tonnage with no loss in efficiency. 
Some idea of how much lighter West- 
inghouse boxes have become may be 
gleanéd from the following table: 


HOUSEHOLD REFRIGERATING 
UNIT WEIGHTS 


Year Net Weight Shipping Weight 
1931 107 116 (crated) 
1932 95 108 9 

1933 95 108 4 

1934 95 108 

1935 95 108 

1936 85 106 (rack cars) 
1937 8! 102." 
1939 69 
1940 69 
1941 73 


Net weight figures represent the net weight 
of the refrigerating unit as shipped from 
East Springfield (without ice trays). 


One of the new things in the 1941 
Westinghouse refrigerator is the in- 
formative labeling for consumers who 
like to buy by the book. Sealed on 
the refrigerator in “box car” fashion 
is a leaflet that gives data on every 
question that could be asked about 
the box. Exact capacity, motor in- 
formation, insulation, all is presented 
in exact figures for the benefit of shop- 
pers. This is in great contrast to the 
1931 models which were bought on a 
more or less b’gosh and b’gorry basis. 


eck Old Boxes on Hot Days 
NS Whittingham of Norge 


PRINTER named McMullen, 
\steered Howard E. Blood, presi- 
tof Norge Division, Borg-Warner 
poration, to a little dingy shop in St. 
tis, one day, seventeen years ago, to 
whim a pump that an inventor de- 
. It was not particularly effective, 
nit Mr. Blood saw the germ of an 
which was destined to become a 
md new application of a domestic 
geration compressor. 

mpressors up to that time generally 
of the piston type with the pistons 
king back and forth in a closed cyl- 
t and similar to the construction 
died in the ordinary steam engine. 

Was a new type of rotary com- 
“or that seemed to be designed so 
Fits major parts could never wear 


ecause of their slow, easy, rolling 


is compressor was the forerunner 
¢ Norge Rollator. Up until 1929 it, 
ill other types of domestic refrig- 
Hon Compressors, was remotely con- 
1 to ice boxes in use at that time. 
use of its high volumetric efficiency 
W irictional losses, it soon gained 
eputation for economical and quiet 
ition 


“In spite of its superior performance 
for that age, it would cost twice as much 
to operate as the present 1941 Model 
Norge,” H. H. Whittingham, Vice- 
President in charge of Engineering, 
declares. 

In 1929 Norge introduced a manufac- 
turing and engineering development 
which revolutionized refrigerator mer- 
chandising practices. Its significance 
was twofold; like most improvements in 
design, it offered greater value to the 
purchaser; more important still, it 
brought a great new army of dealers 
into the rich market of domestic refrig- 
eration sales. 

The development was the technique, 
then unheard of in the manufacturing 
processes of the industry, of shipping 
refrigerators, complete with compressor 
units, to the dealer, ready to “plug-in.” 
Previous practice had been to ship com- 
pressor units in separate crates, requir- 
ing installation on the dealer’s floor, or, 
worse and not infrequently, in the buy- 
er’s home. 

A host of new dealer outlets sprang 
up at once, to the immense benefit of 
the buying public, of Norge, and, event- 
ually, of the refrigerator industry gen- 
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H. H. Whittingham feels that any 10- 
year old refrigerator is obsolete and 
costly to own. 


erally. Technicians and a large assem- 
bly workshop were no longer a neces- 
sary adjunct of the refrigerator sales- 
room. The industry had found its 
“pneumatic tire” and sales catapulated 
in stores which, a few years before, had 
regarded refrigerators as an impractic- 
able item of stock. 

The year 1933 marked the next high- 
light in Norge history, in Mr. Whitting- 
ham’s opinion. At that time Norge in- 
troduced the first styled refrigerator, de- 
signed with deep drawn end panels. 
This streamlining meant more than 
simply beauty and permitted better seal- 
ing of the insulation. Older models had 
joints which permitted moisture to pene- 
trate and thus lower the efficiency of 
the insulation. 

“In many an old box, the insulation 
has lost half of its efficiency,” says Mr. 
Whittingham. “That means the owner 
is paying about twice as much for his 


While the 1927 Norge compressed gas 
at lower cost, owners will find saving on 
later models justifies trading them in. 


refrigeration as he should, even for a 
box of that day.” 

“Owners of old boxes, of any make, if 
they check them carefully, will fre- 
quently find cabinet temperature hover- 
ing around 60° F. on hot days when the 
temperature is 100° F. Such cabinet 
temperatures do not afford proper food 
preservation. In fact, a double loss is 
sustained: namely, one from food spoil- 
age and the other from high operating 
cost.” ‘ 
Door gaskets are among the items 
that have been greatly improved with 
time. A great deal of heat leaks into 
the refrigerator around the door, par- 
ticularly on the older models. In the 
old days, doors were sealed by fabric 
gaskets which tended to break at the 
corners. The large balloon rubber gas- 
ket on the refrigerator of today seals in 
cold far more effectively than was 
dreamed of in earlier times. 


Deep drawn end panel construction, new 
in 1933 Norges, in addition to being 
beautiful and streamlined, permitted 
greater efficiency in cabinet construction. 


1939 saw Norge units hermetically 

sealed, and again cutting down the cost 

of operating, even over the old Rollator 
compressor. 
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In 1939, Norge introduced in large 
production, a hermetically sealed Rol- 
lator unit with the Motor-Cooler. The 
greater the food or ice load within the 
cabinet, the greater the amount of cool- 
ing imparted to the motor windings, all 
automatically done. 

The recent marked upswing in re- 
placement sales can be credited, Mr. 
Whittingham believes, to a changing 
psychology among refrigerator own- 
ers. In many ways it is an approach to 
the average man’s growing conviction 
that he will trade in his automobile 
while it is yet still able to fulfill its 
function of providing ‘transportation.’ 

The average man today, according 
to Whittingham, is no longer content 
with an antiquated car, even though it 
runs as well as it did the day he bought 


it. He wants the added operating econ- 
omy, the newer refinements, of later 
models. So he trades. 

“Tt is to the everlasting credit of the 
refrigeration industry that it has forged 
ahead with new engineering develop- 
ments looking toward convenience and 
economy. And it is just now beginning 
to collect its reward in the form of a 
great market for replacement sales. 
The housewife of 1941 is developing 
the same attitude toward her refrig- 
erator of a few years back, as the head 
of the household is toward his old, but 
serviceable, car. They’re both going 
to trade!” Whittingham said. 

And, significantly, there’s a lower- 
income group ready and waiting, in 
both cases, to absorb the used models 
greedily. 


How Crosley Broke $100 


BROKEN sustained as a 
i racing driver and the enthusiasm 
of his son for radio were two factors 
that led Powell Crosley Jr. to the 
creation of the Crosley refrigerator. 
To make these apparently unrelated 
events track, it is necessary to go away 
back in the Crosley career. Born in 
Cincinnati in 1886, the son of an attor- 
ney, Powel Crosley’s enthusiasm was 
not for law but for automobiles. He 
started a car company in 1909 in which 
he planned to build an automobile to 
sell for less than $2,000. It failed for 
lack of capital but the idea of popular- 
priced merchandise stuck in his mind. 
Next Mr. Crosley embarked as an 
automobile racing driver, but a broken 
arm sustained at Indianapolis track 
stopped that. So he swung back into 
business and in 1916 opened a mail 
order business. selling automobile 
specialties. He bought out the owner 
in 1917 and in two years his 
had zoomed to $1,000,000 a year. 


arm 


sales 


He 


added phonographs to the line and 
when his son Powel III got interested 


R. H. Money, chief refrigeration engi- 
neer, Crosley, can build a fiddle as 
easily as @ refrigerator. 
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Here's a peep at the mechanism of a 


1932 Crosley. 


in radio he looked it over as a possi- 
bility. To his surprise, while shop- 
ping with his son he found that a one- 
tube set cost $130 at that time. His 
manufacturer’s mind told him there 
was an opportunity here. So he bought 
a key and buzzer set for his boy, a 
crystal set and added audio detector. 
Before he was through he had $200 in 
equipment and figured he could build 
a set just as good to sell for $35. So 
the Crosley radio was launched. 

Later, Crosley engineers then were 
set at the task of building a popular 
priced refrigerator, one that could re- 
tail for less than $100. They tried 
hard but it is said their first model 
couldn’t be retailed for less than 
$170.50. “Throw it in the ash can and 
try again,” was Mr, Crosley’s com- 
ment. 

R. H. Money, chief refrigeration 
engineer, tells of the historic struggle 
to produce a popular priced item at a 


Here's the 1932 Crosley that sold for 
less than $100, and went after the 
popular priced market. 


time when nobody dreamed of such 
a thing. 

Nevertheless, the first Crosley re- 
frigerator did appear on the market in 
1932, and was offered at $99.50. 

“We used balsam wool in insulation 
instead of cork,” said Mr. Money.” 
We employed capillary tubes which 
were brand new on the market at that 
time. Instead of an expensive stain- 
less steel evaporator, Crosley was the 
first to use plated mild steel. 

“We reduced the number of opera- 
tions on the crankshaft to seven. When 
you realize that another refrigerator 
at that time had 47 operations you get 
an idea of the saving. We left the 
rings off the piston and this has since 
been proved good practice. We em- 
ployed a diaphragm seal instead of a 
bellows type seal.” 

So in 1932 Crosley made its bow 
with a model selling for $99.50. It 
was an open type machine employing 
sulphur dioxide, used a belt and pulley. 
It openly aimed to bring out a refrig- 
erator that was in the Ford automobile 
class, not so quiet as more expensive 
makes but one that would get there. 

The year 1933 saw the Shelvador 
introduced, which has been one of 
the basic features of all Crosleys since 
that date. A wife’s suggestion to her 
husband as to how handy it would be 
to be able to take things off of shelves 
on the door, led to the invention. 

Crosley came out with the hermetic- 


The 
shell type construction unit. Great gains 
in operating efficiency were made. 


1938 Crosley was a streamlined 


ally sealed job in 1935. This employe 
sulphur dioxide also, and was the fir 
step in more economical operatio 
The 1937 model saw F-11 gas (freon 
employed. The box continued to en 
ploy a reciprocating type compressor. 

Modern Crosley refrigerators hav 
the compressor on its side instead « 
sitting upright. The idea is to pr 
vide simpler lubrication and construd 
tion. With the old type upright modd 
it was necessary to pump the oil bat 
up and with the present model it run 
in oil. 

Crosley cabinets started out in 193 
with lacquer finishes. In 1933, whe 
the Shelvador was introduced it wal 
made in both all-porcelain and lacqueq 
The year 1934 saw the long do 
Shelvador. 

In 1938 the Crosley refrigerat: 
took on its modern appearance as thi 


shell type cabinet was brought into th 
picture and the compressor un 
mounted in the bottom instead of t! 
top. This made it easy for the hous 
wife to see into her refrigerator wit! 
out stooping. 

“It will pay the owner of the Cro 
ley refrigerator built before 1936 1 
trade it. in now,” said Mr. Money 
“Since the newer refrigerators 0 
only have lower operating costs bt 
also have improved construction a! 
convenience features that add to thei 
utility as well as economy of perfor 
ance.” 


Stewart-Warner and Frozen Foods 


HE Stewart-Warner history in 

refrigeration divides into two 
phases, Charles R. D’Olive, manager 
household appliance division, and 
engineer in his own right, told 
ELECTRICAL MERCHANDISING. Before 
1938 the firm made a conventional 
style of box. In 1938 it started off in 
a new tack with an entirely different 
machine. 


The first Stewart-Warner refrige 
ator was introduced in 1933. Later, ! 
1934, it was unique in having a heav 
duty, slow cycle compressor. 

In 1936 came many innovations " 
interior arrangements such as /lexibl 
shelf arrangements and an all-sted 
cabinet. In 1938 Stewart-\Varne 
brought out a hermetically 
model and changed to Freon F-\2 g@ 
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Light was introduced in 1939 which 

would kill bacteria. This Sterilamp off- 

sets the weakness of high humidity re- 

frigeration—tendency of bacteria to 
grow faster. 


“Then it dawned on Stewart-War- 
ner that the introduction of a vege- 
table pan and a meat keeper were 
devices designed to combat a funda- 
mental weakness of mechanical 
refrigeration—its tendency to dry 
things out,” said Mr. D’Olive. “To 
work further in this direction was 
like hanging ribbons on a homely 
face.” 

It was realized that the refrigerator 
as Stewart-Warner was then produc- 
ing it was a compromise. The con- 
ventional evaporator simply wasn’t 


reat gains right in the first place. If you get it 


» made. @ really cold to keep frozen foods freeze 
the contents of the box and also 
greatly accelerate drying out of ordi- 

employe "TY foods. 

1s the frq Technically the presence of intense 

operatio cold in this evaporator acts somewhat 

1s (freon ike a burning glass in reverse. Take 
ied to eng 2 lens and concentrate the rays of the 
mpressorg Sun on a single spot. The spot gets 

‘tors havg hot while the atmosphere 

instead qj Utrounding it is of normal tempera- 

is to pray tre. In like fashion the evaporator 
 construg Made one spot in the electric refrig- 
ight modg &rator intensely cold. This intensely 


1e oil baty Cold spot precipitated the moisture out 
Jel it rung % the air and deposited it on the 
coils in the form of ice. This is what 
ut in 193 “tied out food stored in the refrigera- 
933. wheg Work was started on a new 
idea. Stewart-Warner 


‘ed it spread the 
id lacqueq ©Y@Porator out over a big area—in 
long doa ct, covered the entire back of the 


box with it. Spread out in this fashion, 
frigeratag 90 One spot in the box got cold enough 
nce as th © freeze and thus excessively precipi- 
ht into tg te moisture. What moisture did 
ssor ung Come out of the air stayed on the back 


ead of tig % the refrigerator in the form of 
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Charles R. D'Olive is manager of house- 

hold appliance division of Stewart- 

Werner, and an engineer in his own 
right. 


Here is what Stewart-Warner refrigera- 
tors looked like in 1933, the year the 
company went into refrigeration. 


(below) 


keeping food perfectly, had ceased 
excessive drying out. High humidity 
was assured. 

But the job of supplying ice cubes 
was unanswered, and people had to 
have ice cubes in a cold chest. This 
was answered by placing a compart- 
ment in the bottom of the box. Being 
separate it could be made intensely 
cold without affecting the food above. 
By means of a differential control 
valve, Stewart-Warner engineers were 
able to get two separate temperatures. 
Thus was born in 1939 the “Dual- 
Temp” Stewart-Warner refrigerator. 
It offered two distinct temperatures 
without any compromise. The lower 
compartment permitted temperatures 
2 degrees below freezing, suitable 
for quick freezing and proper stor- 
age of frosted foods. On old type 
Stewart-Warner refrigerators, Mr. 
D’Olive said, if you set the cold con- 
trol down low enough to get these 
necessary low temperatures for stor- 
age inside your evaporator you froze 
up all the stuff in the box. This inde- 
pendent compartment or freezing 
locker was for frozen foods, and ice 
cubes, and operated entirely sepa- 
rately from the rest of the box. Ex- 
amined by Birdseye, the maker of 
frosted foods sold in grocery stores, 
it was approved as a storage repository 
for their product. 

In the 1939 model Stewart-Warner 
was offered another new bit of equip- 
ment. It was discovered that while 
high humidity kept food in perfect 
condition, nevertheless bacteria could 
operate at faster speed than in the 
older type models were the cold was 
dry. It was decided to add the Steri- 
lamp, a light giving off that particular 
band of ultra-violet rays which has 
the capacity for killing bacteria and 
mold, to the 1939 model. Thus, says 
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High humidity in one compartment; 22° 
below freezing in the other. 


Mr. D’Olive, the advantages of high 
humidity plus the necessary restrain- 
ing of bacterial growth was accom- 
plished in a new angle. 

“Because we had gone off on a new 
tangent, we feel at Stewart-Warner 
that any of our refrigerators made 
prior to Dual-Temp is obsolete and 
can be profitably replaced today,” de- 
clares Charles R. D’Olive. “The 
greater tastiness and appetite appeal 
of fresh frozen food, the capacity to 
quick freeze and store other food items 
gives added capacity to the Dual- 
Temp that we could not offer before. 
In fact, even unbaked pies can be made 
up in quantity and stored at 22 de- 
grees below freezing until the family 
is ready for them. It may interest you 
to know that 60 percent of all Dual- 
Temp sales in 1940 were replacements 
of older electrics, undoubtedly because 
of these new principles.” 


A Wife and Her Book Shelves 


Offer Gibson an Idea 


Here is Engineer H. E. Rosebrook, who 
got the idea of the Freez'R shelf while 
watching his wife keep house. 


HE trend toward simplification 

in refrigerators is illustrated by 
the history of the Gibson Electric Re- 
frigerator Corporation at Greenville, 
Michigan. 

Germ of their idea in 1930 was a 
compressor that could be connected 
directly with the motor, eliminating 
the belt. Belts were noisy, slipped, 
wore out and were a sort of necessary 
fifth wheel in the business. Motors 
ran at 1750 rpm and compressors at 
around 500 rpm, so belts were neces- 
sary. Gibson created a compressor 
with a shorter stroke and a smaller 
piston that was able to accommodate 
itself to high speed. 

Plenty of these 1930 Gibson refrig- 


erators are still doing duty, in fact 
Gibson serfal No. 1 is operating very 
satisfactorily in the home of a promi- 
nent glove manufacturer. However, 
being open type models these older 
models are more expensive to run than 
refrigerators on the market today. 

In 1932 Gibson designed a hermetic- 
ally sealed unit. It had twin cylinders, 
because Gibson engineers felt that twin 
cylinders were better balanced and 
would cause less vibration. The her- 
metic idea worked so well that by 1934 
all Gibson models were completely 
hermetic. 

Salesmen who call on owners of pre- 
1932 Gibsons will find that they some- 
times experience chattering and noises 
in their boxes. This is caused by the 
expansion valve, which Gibson gave up 
in 1932. Expansion valves necessary 
to regulate the flow of sulphur dioxide 
gas were troublesome and inefficient. 
They were adjusted to hold the evapo- 
rator at a certain temperature. But due 
to variation in the load, owners did not 
want a certain temperature. They 
wanted it to vary with the conditions 
outside the box caused by a hot day or 
a hot kitchen. Owners of boxes which 
are too warm in July and freeze up in 
the wintertime, and which run alto- 
gether too long are victims of this 
early expansion valve. 

It was succeeded by the high side 
float, which pays no attention to the 
evaporator temperature, but regulates 
the box from the amount of refrigerant 
being pumped. The high side float 
passes liquid only and won’t pass gas. 
When it was installed in the Gibson 
refrigerator the public got a box which 
was much more responsive to weather 
conditions and consequently much 
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The Gibson of 1934 brought a welcome from feminine owners by its foot latch 


—but owners will admit that it was 
more more effective and efficient. 

H. E 
Gibson, was home with a cold one day 
in 1934 His 


the furniture to get more space in the 


Rosebrook, chief engineer for 
was rearranging 


wife 


She wanted shelf room, 


she said, as she could get more stuff on 
it. Click, went something in Engineer 
Rosebrook’s mind. If you could get 


more by rearranging a living 


why could not the interior 
arrangement 


space 
room 


of a refrigerator be rear- 


ranged to also provide more shelf 
room? <As a result the idea of the 
Gibson Freez’r shelf was born.  In- 


In 1935 the “Freez'R'" shelf appeared 
on the Gibson. The box, however, is not 
as well insulated as today's models and 
cost more to run. 
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noisy compared to today's standards. 


stead of a box-shaped freezing unit so 
small it would only hold trays, Engi- 
neer Rosebrook designed the evapor- 
ator so it was a shelf the width of the 


box. This created more usable space 
near the top of the refrigerator as 
well as more usable space on the 


freezing unit. 

In 1938 Gibson changed to freon 
which is odorless and safer 
the home. The tendency of 
sulphur dioxide gas to corrode internal 
parts, and to fill the house with an 
odorous smell when there was a leak 
was always considered a hazard by 


as, 


around 


In 1938 most of the modern features 
appeared at Gibson, such as freon gas, 
capillary tubes, all steel “shell” construc- 
tion, and inexpensive mechanism. 


engineers. With the change to freon 
the Gibson achieved safety and effi- 
ciency that was unknown in previous 
models. 

Because 1938 was a high water mark 
in Gibson construction, it may be well 
to devote a few lines to motors. In 
1930 Gibson had started using the re- 
pulsion induction motor. It tended 
to get noisy and its contacts would 
burn out. Every owner of an old Gib- 


son has a chance to have motor 
trouble. This was succeeded by the 
capacitor motor which has* great 


power in starting. Just as an early 
locomotive engine, when its wheels 
were on dead center, had great trouble 
in starting, so had earlier motors. 
Capacitor motors offered a new device 
which gave it an additional kick in 
starting off. This was done by means 
of a capacitor and two windings, a 
running and starting winding, in a cir- 
cuit, but out of phase. A relay puts 
one on at a time and kicks out the 
starting winding when it gets to run- 
ning. The capacitor itself is a con- 
denser made of foil which turns a neat 
trick of putting the two windings out 
of phase during the start. Here was 
an almost trouble-free motor intro- 
duced into refrigeration. 

Today Gibson does not need the 
capacitor start motor with high start- 
ing torque because of the use of a 
capillary tube. It succeeded the high 
side float and expansion valve. As 
pointed out, the capillary tube is some- 
thing like a revolving door that only 
permits so much gas to go through at 
a time. Unlike the previously used 
valve and float system, it did away 


with the pressure necessary on earlier 
models. Now motors can start with 
virtually no load, making them prac- 
tically trouble free. 

The 1938 Gibson saw a change to the 
all-steel ‘‘shell” construction. hese 
models have no wood in them to de- 
teriorate. It saw a change in finishes 
that year, high bake Dulux replacing 
lacquer which had been used before. 

It saw the elimination of the fan 
which had been used in previous 
models to keep the compressor cool. A 
change to natural draft reduced the 
noise and the cost of operating. 

Refinements that have come into the 
Gibson refrigerator giving it greater 
convenience have been the interior 
light, the space-saving Defrostajar 
taking the place of the wide shallow 
drip pan, and the Chill Shelf, a flat 
wide shelf which is placed immediately 
beneath the “Freez’r” shelf. Ingeni- 
ously designed to avoid evaporating 
the moisture out of objects on the 
shelf, this chill shelf makes it a visible 
meat keeper with a great deal more 
storage space. Its construction also 
makes it more useful for chill storage 
of salads and beverages. 

One of the things in popular taste 
that Gison encountered years back was 
the appreciation of the housewife for 
an all-white interior. Down in New 
York years ago Gibson ran across a 
dealer who painted the inside of all of 
his trade-in refrigerators white. He 
found that it made them sell much 
more readily and as a result this bit of 
technique has been incorporated for 
years in virtually all makes of 
refrigerators. 


Porcelain Enamel 


T should be remembered that por- 

celain enamel is much older than 
the electric refrigerator. When early 
refrigerator manufacturers realized 
that the surface temperature of their 
refrigerator cabinet was. always some- 
what below room temperature and a 
continuous precipitation of moisture 
was taking place, they started looking 
for an impervious finish such as porce- 
lain enamel offered. 

Applied to sheets of steel, porcelain 
enamel was quite easy to apply until 
the shell type of cabinet appeared on 
the market. 

The frameless or shell type unit, 


when introduced, presented certain 
definite advantages over the older cab- 
inets employing panel construction. 


In the beginning, however, some diffi- 
culties were encountered in the appli- 
cation of porcelain enamel because the 
intense heat of the firing operation had 
a tendency to cause sagging and dis- 
tortion of the metal base. 

It was apparent that in order to 
utilize the shell type units, it would 
be necessary to develop porcelain 
enamels which could be applied with- 
out causing these difficulties. 

During the years prior to 1929 
enamel ground coats had been fired at 


approximately 1600 deg. F. At that 
time ground coat enamels appeared 
which retained their qualities and yet 
could be fired at 1560 deg. It was 
found that an increase of even 10 deg. 
F, made conditions decidedly worse. 
In the original firing processes the 
ware was hung from hooks traveling 
on an overhead conveyor. Naturally 
this resulted in rather large unsup- 
ported areas which encouraged sag- 
ging. A change in methods helped to 
stop this. It has long been known 
that the most durable porcelain enamel 
ware is that to which the least amount 
of porcelain enamel is applied. This 
is particularly true when resistance to 
breakage is considered. Unfortunately 
the first enamel lacked enough opacity 
or hiding power to permit putting it 
on thin. Enamels were developed that 
gave equal opacity and improved final 
appearance with coatings only about 
one half as heavy as previously used. 
As a result, today’s porcelain enamel 
is not only better than it was a decade 
ago but is also more economic 
apply. 

The final result is a perma! 
white and lustrous finish, imperious 
to moisture, fading, scratching a: a!! 
ordinary household abuses. 
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TIME FOR REPLACEMENT 


Aluminum Plays a Triple 


ITH a war raging over the 

necessity of concentrating all 
available aluminum into production for 
national defense this metal may appear 
to be temporarily passing in refrigera- 
tor manufacture. 

But no history of the electric refrig- 
erator could be written without men- 
tion of the triple roles that aluminum 
has played in producing the modern 
refrigerator. John R. Willard, develop- 
ment engineer of the Aluminum Com- 
pany of America, acts as historian for 
its development. It was his duty to 
pioneer much of the early work. 

“The first commercial application of 
aluminum to electric refrigerators,” 
says Mr. Willard, “was in the form 
of ice cube trays and grids which were 
installed in Copeland refrigerators in 
1927. Up to that time these commod- 
ities had been made chiefly of copper 
and brass. 


When aluminum trays did not stand 
up well during the initial period of 
development, it was usually due to the 
variation of water in some parts of the 
country, or to the presence of alkali. 
The situation was saved by the Alumi- 
lite process, which imparts to the metal 
a hard and durable coating of alumi- 
num oxide. Trays finished by the 
Alumilite process will not darken or 
otherwise deteriorate. The early 
aluminum trays hard luck was dogged 
by the appearance of rubber trays, 
which incidentally were invented by a 
duck hunter who saw how ice would 
not stick to his rubber boots. The 
early rubber trays permitted removal 
of ice cubes easily, but did not permit 
them to be frozen so fast. 

With the coming of the Alumilite 
process and the various cube removing 
devices, aluminum entrenched 
stronger than ever. Stainless steel had 
been used for trays in the early 30’s, 
as had copper, but by 1936 aluminum 
had the field almost exclusively to 
itself. 

The second use that aluminum was 
destined to play in refrigerator manu- 
facture was in the province of trim. It 
was applied first by the General Elec- 
tric Company in 1927. However, the 
development of chromium plating, and 
more recently that of stainless steel, 
has taken most aluminum away from 
the exterior of refrigerator cabinets. 
However, within the last year or so 
some of this has been regained by the 
use of aluminum parts finished by the 
Alumilite process and also by the use 
of Alzak sheet. 

In the interior trim aluminum has 
had much smoother sailing. Evapor- 
ator doors and hydrator fronts came 
into the picture in 1933. Aluminum 
lood shelves were first used in pro- 
duction quantities about 1935. These 
met with some success but have largely 
given way to stainless steel in the more 
*xpensive boxes and to triple plated 
steel for the less expensive boxes. To- 
day plastics are competing with alumi- 


num for trim, and the future is uncer- 
tain, 

Aluminum evaporators came into 
the picture first about 1938 chiefly 
through the efforts of the Universal 
Cooler Corp., which devised an alumi- 
num extruded evaporator. The alumi- 
num manufacturers look to the evapor- 
ator field for the utilization of a great 


deal of aluminum in the coming years, 
chiefly because evaporators can be 
furnace-brazed. 

A third field that aluminum entered 
in refrigeration was of insulation. This 
was adopted by Frigidaire Division of 
the General Motors Sales Corporation 
about 1935. While effective it was too 
expensive to compete with cheaper 
forms of insulation. Whether Alumi- 
num once more will ever get back in 
the picture depends entirely upon the 
future price which will have to be 
quite inexpensive to compete with the 
materials used today. 


Synthetic Finishes Change, too 


in the Last Decade 


CAESAR said that “All 
Gaul is divided into three parts.” 
He might have been talking about 
paint. Paint products were used back 
in the days of 400 B.C. solely for deco- 
rative purposes, notably as cosmetics 
by Roman women. Gradually the idea 
dawned that they could play a part in 
protecting iron from rusting and wood 
from decaying when applied to the 
surface. 

The common paints that everybody 
knows have been used for centuries, 
and are formed by a combination of 
drying oil such as linseed and china- 
wood, blended with natural resins to 
which pigment colors have been added. 


The film of such common paint needs 
oxygen to harden it. For some pur- 
poses, paints were hardened by addi- 
tion of hard brittle resins yielding 
“enamel” films which were a compro- 
mise between the flexibility of an oil 
film and the brittleness of a_ resin 
film. As a class they were deficient in 
grease resistance, water resistance 
and color retention. Early refrigera- 
tors were finished with paint of this 
type. 

In 1925 a _ nitrocellulose lacquer 
called “Duco” popped over the hori- 
zon as something new in the finishing 
field. Made of cellulose treated in a 
way to become an entirely new prod- 


uct, it was dissolved in a solvent that 
evaporated quickly and could be 
handled in a few minutes after appli- 
cation. Naturally the baby electric 
refrigerator business admired what 
automobile makers were doing and 
immediately adopted this finish be- 
cause of its ease in handling. Unfor- 
tunately, the early lacquers did not 
measure up to refrigeration require- 
ments because of their lack of filling 
properties, lack of depth of gloss and 
lack of chip-resistance. Nor were they 
able to resist grease. 

The synthetic type of finish, 
“Dulux” came upon the market in 
1933. In popular language, it may be 
said to be a combination of glycerine, 
phthalic anhydride—a derivative of 
moth balls—and an oil such as castor, 
cottonseed or soy bean produces. The 
resulting vehicle was pigmented with 
titanium oxide, the most recent pig- 
ment to come from the chemist’s test 
tube and then was ready to be sprayed 
and baked on. The baking that took 
place after application, anywhere from 
260 deg. to 350, completed the chem- 
ical polymerization reaction. Syn- 
thetic drying, almost solely by heat is 
called Polymerization. Little or no 
oxygen is required. 

The new finish gave better hard- 
ness, alkali resistance, more grease- 
proofness, and much more flexibility 
with better adhesion. 

When one compares the “Dulux” 
of 1933 with that of today it is easy 
to observe that an evolution has taken 
place in this type of synthetic finish 
also. It was not long before manu- 
facturers wanted a harder synthetic, 


Hotpoint Introduced a New Type 
of Forced Draft Cooling 


Greater economy of operation is pro- 
vided by the Hotpoint Refrigerator 
introduced in 1938, by means of forced- 
draft cooling. This cooling principle 
provided constant circulation of air and 
dissipated excess heat by means of a 
fan installed between the condenser and 
the Thriftmaster, or power unit. The 
fan, operated by an independent motor, 
and completely automatic, was made to 
operate only while the mechanism is 
running. 

Forced-draft cooling decreased the 
running time of the refrigerator ap- 
proximately ten per cent, and vastly 
increased the ice freezing capacity of 
the refrigerator. 
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TIME FOR REPLACEMENT 


one that would eliminate marring on 
the assembly line. By 1936, this ob- 
jective was attained and, in addition, 
the drying or curing time was speeded 
up, by application of 30 min. of heat 
at 280 deg., of 10 min. at 350 deg. for 
the final 
came about by 


coat. This accomplishment 
introducing 
hardness 


polymerization. 


vehicles 
of greater and speed of 

Naturally the improvement of syn- 
thetics throughout the last decade has 
come through preparing them for 
“Dulux” vehicles range 
rubbery solids to rather 
fluids. Finishes on 
refrigerators must stay white in color 
and not yellow with age, they must 
resist much abrasion and grease, par- 


special uses. 
from tough, 


heavy viscous 


ticularly on the door sections. Fur- 
thermore they must produce an at- 
tractive finish of high 


gloss. Syn- 


thetics permitted a film build and 
lustre which could not be approached 
with a lacquer type of material. The 
flexible “Dulux” resin held pig- 
ments together and prevented their 
chipping when struck a sharp blow. 

With 1941 “Dulux” came on the 
market with a still newer formula. 
Chief interest to the trade however, 
was the fact that today some 3,000 
service stations have been established 
over the United States which can re- 
pair any damage to “Dulux” fin- 
ishes, by means of an air drying type 
of material which will produce per- 
fect matches. 

The cost of repairing the cabinets, 
it is stated, has fallen from 22¢ 
per cabinet in 1932, when lacquer was 
used, to approximately 1.0¢ per cabi- 
net for field service in 1940 on “Du- 
lux” finished cabinets. 


Frank Peltier’s Engineering at Philco 
Shows the Way to Replacements 


HE story of the development of 
the Philco refrigerator—a story 
which to some people might appear to 
be of comparatively recent origin— 
really began as far back as 1913 when 
Arthur Williams, then general com- 


mercial agent of the New York Edison 
Company, began to think that domestic 
refrigeration had load-building possi- 
bilities and envisioned the day when 
hundreds of thousands of units would 
be in use to keep the meters spinning. 


Thomas A. Edison visits the booth of Electrical Refrigerator Company at Grand 

Central Palace in 1916 and with E. T. Williams (foreground) who developed the 

unit, gives it the once-over. In background is Frank D. Peltier, associated with 

Williams at the time and now chief engineer of Philco Corporation's Refrigera- 
tion Division. 


W. Paul Jones, manager of Philco Corp's 
Refrigeration Division, came up through 
Frigidaire, Servel and Fairbanks-Morse. 


Arthur Williams’ brother, E. T. 
Williams was a refrigerator contractor 
at the time, putting in big storage 
plants and, at the insistence of Arthur 
began to experiment with the design of 
a unit which could be adapted to the 
home. Through his’ efforts the 
earliest design of a rotary-type com- 
pressor came into existence and when 
the day for the first tests came around, 
he called in Frank Peltier, an engi- 
neer whose work up to that time had 
been chiefly confined to steam plants. 
The unit worked and Peltier, only 
two years out of Brooklyn Polytech, 
became infected with the same enthusi- 
asm for the budding industry which 
the Williams brothers engendered and 
left the Edison Co. 
ciated with E. T. 

E. T. Williams’ company which was 
known as Westerburg & Williams be- 
came the Electrical Refrigerator Com- 
pany in 1916—formed to manufacture 
the unit. It was pretty small stuff, 
Peltier recollects, because outside of 
Williams and himself, a couple of 
draughtsmen and a stenographer made 
up the working staff of the company. 
The compressor, he says, was a simple 
design which started out as a water 
pump was adapted to pump refriger- 
ant. All in all, they made about 100 of 
these units. 

The company had its troubles, how- 
ever, and the _ utility companies, 
through Arthur Williams persuasion, 
were beginning to want action and 
were ready to back that demand with 
invested money. And so the company 
was re-organized, capitalized at $50,- 
000 and became the Williams Simplex 
Refrigerator Company. Here, Frank 
Peltier began a series of develop- 
ments which were to play an important 
part in the refrigeration industry of 
the future. They designed and pro- 
duced a water-cooled unit and Pel- 
tier’s work on the expansion valve re- 
sulted in his invention of the high side 
float which at one time had almost 
universal adoption by the industry. All 
this was in the early twenties. 

To Peltier’s mind, the 


to become asso- 


ensuing 


Frank D. Peltier, chief engineer of Philco 
refrigerators, identified with product de- 
sign in the business since the last war. 


The Williams Simplex refrigerator, the 
first commercially produced by the Elec- 
trical Refrigerator Company about 1923. 
Cabinets were made by Jewett in Buf- 
falo. Frank Peltier, Philco chief engineer 
on refrigeration, had a hand in their 
design and construction 


years were the great ones in the devel- 
opment of fundamental improvements 
in the domestic refrigeration business 
Peltier stayed on at Servel until 1929 
when he went to Holmes Products as 
chief engineer. He came back to 
Servel in a year, however, as assistant 
chief engineer. 

Enters the picture now a young mat 
with all the fervor of an evangelist 
when it comes to the domestic refrig- 
eration business—W. Paul Jones, now 
head of the Refrigeration Division 
Philco Corporation and close associate 
of Frank Peltier, chief engineer 0! 
the Philco’s refrigeration activities 
The two men met at Servel about 193! 
but Paul Jones had already acquired 
ten years experience in the business by 
starting as a service man for Frigid 
aire in Indianapolis. In 1921, he wen 
to work as an outside salesman for th 
E. L. Kruse Co., Frigidaire distribu 

(Continued on page 24) 
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FIRST ESSENTIALS IN 
THE ASSEMBLY OF BRIGGS 
& STRATTON MOTORS 


The careful assembly of precision-made 
parts is an important step in building Briggs & 
Stratton 4-cycle, air-cooled motors . . . In the modern Briggs 
& Stratton factory there are individual progressive assembly lines for 
different models. Each assembler constantly performs only a specific 
operation. This method of assembly assures the utmost in skill and 
thoroughness at every step and a finished product of the highest 
quality. Continuous inspections at various stages, plus final testing, are 
a further guarantee of watch-like perfection down to the smallest detail. 


LOOK TO BRIGGS & STRATTON — FOR THE UTMOST 
IN QUALITY AND DEPENDABILITY 


BRIGGS & STRATTON 


Briggs & Stratton is famous for the accuracy and thoroughness of its on 
manufacturing methods — the uniform quality of its products. Equip- a GASOLINE _ 
ment will do a better job — perform more dependably and eco- . MOTORS 
nomically — when powered by Briggs & Stratton gasoline motors. 4 

° ° Available i ide 
BRIGGS & STRATTON CORP., Milwaukee, Wis., U.S.A. dade 


IT'S POWERED RIGHT WHEN IT’S POWERED BY BRIGGS & STRATTON 
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Look Link-Belt 
... the SELL-UP Line! 


e Everything you need fo sell 
more stokers ... and at 
a higher unit profit too! 


If you are interested in MAKING MONEY, not just 
handling a stoker—see what Link-Belt gives you in 1941: 


@WIDER MARKET. 
Models to appeal to the 
family of modest income 
as well as the man who 
can afford the best. 


®HIGHER PROFITS. 
The Link-Belt “SELL-UP” 
line is engineered to de- 
velop 70 to 90% of the 
sales in the more-profit 
brackets. 


@®A LEADER MODEL. 
A quality stoker selling 
for as low as $159.50 
F.O.B, Chicago, to inter- 
est price shoppers. This 
is as good a stoker as 
Link-Belt models selling 
for 


almost twice as 


much a few years ago. 


@A MERCHANDISING 
PLAN. With which you 
can dominate your local 
market. 


ENGINEERING AND 
SALES ASSISTANCE, by 
our experienced corps of 
district sales managers. 


®-PROMOTIONAL AND 
ADVERTISING ASSIST- 
ANCE, featuring a beau- 
tiful and effective line of 
free literature. 


$2.2.950 CHAMPION 


the very finest 


We'll be glad to tell you more. Write or send coupon for 
details of the Link-Belt 1941 Distributor and Dealer plans. 


13% to 44% More Profit is Yours 
With The Link-Belt Sell-Up Plan 


LINK-BELT COMPANY Stoker Division 
2410 W. 18th Street, Chicago, Illinois 


Please send me details of your stoker dealer sales plan. 


NAME POSITION 


COMPANY 


ADDRESS 


8526 
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tors. In 1923, he moved to Evansville, 
Ind. and went to work as sales man- 
ager for the A. T. Wood Company, 
Frigidaire distributors in that  baili- 
wick. 

For the next five years, he preached 
refrigeration; he ate and slept refrig- 
eration; he put all his missionary zeal 


| into making converts to electric refrig- 


eration. And in those days that was 
no easy job. It needed just that kind 
of approach. The cost of individual 
units was high, constant and unre- 
mitting service accompanied every sale. 


| The ice-man was still a familiar house- 


| thought of retiring. 


hold figure. 

But his energy for his first and only 
love bore fruit. In 1928 he stepped in 
and bought the company which had 
been capitalized at about $5,000 and 
proceeded to recapitalize it at $150,000. 
He changed its name to the Refrig- 
eration Products Company and, late 
in ’29, sold out to a couple of oil men. 

Footloose and carefree and having 
reached the ripe old age of 28, he 
But the Servel 
plant was in town and, in 1929, they 
made him an offer to come over there 
and set up distributors for them. In 
re-organizing a St. Louis distributor- 
ship which was in bad shape, he went 
over the situation with Al Golding, 
then advertising and sales promotion 
manager for Servel who evinced a 
desire to get some practical field ex- 
perience in the refrigeration business. 
And so it was arranged that Golding 
take over the St. Louis outfit (He’s 
now with Fuller, Smith & Ross). Col. 
Frank Smith, then president of Servel, 
offered Paul Jones Golding’s old job, 
ad manager, and he was off on another 
career in the industry. He still likes 
to remember when Servel brought out 
their hermetically-sealed unit in 1930, 
and the four-page ad he ran in the 
Saturday Evening Post’ which 
screamed “Service Men Throw Away 
Your Pliers!” It was about this time, 
too, in 1930, when Servel had sold 
50,000 units that Jones saw the trend 
towards refrigeration following the 
path of radio distribution. 

Paul Jones left Servel in 1934 and 
went to Fairbanks Morse as executive 
vice president in charge of home ap- 
pliances when F-M was preparing to 
invade the refrigeration field. Jones 
had called on Fairbanks Morse to sell 
Servel refrigerator units and, upon re- 
ceiving an offer from them to head 
up the new division, took it on the 
spur of the moment. Outstanding 
feature of the box was the now famous 
“Conservador” an inner door provid- 


| ing more storage space, developed by 


Harry Glasser, now of Bruno-New 


York. 


| storage space within the box. 


At Fairbanks Morse, Frank Peltier, 
whom Jones brought from Servel to 
be F-M chief refrigeration engineer, 
and engineering staff developed the 
flat refrigerator door —a_ contribu- 
tion which also added to the available 
Up to 
that time all refrigerator doors had 
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been of the “plug-type”. 


hinge and the flat breaker strip. 
In November, 1938, the Phil 
Corporation bought the refrigeratic; 


division of Fairbanks Morse and Jone 


and Peltier were among the asset: 


Since that time, with the resources 0; 
Philco and the comprehensive distriby. 
tion that company enjoys, refrigers. 
tion development has kept pace wit) 


developments in radio engineering 


Apart from the Conservador, the fla 


flush-type door with outside 
mountings and other refinements 


the art, they have incorporated the fla 
evaporator which incorporates sepa- 


rate frozen food and ice compartment: 


the moist cold food shelf which with 


frozen foods provides three kinds 
cold: dry, moist and frozen storage 


a temperature control mounted on the 


breaker strip and vegetable bins 
all models. 
Thus, instead of being comparative); 


new in the refrigeration busines: 


Philco can boast of being heir to ¢ 
long line of practical engineering ex- 


perience in the development of the ar: 


A part of this 
development led to the outside fly 


hinge 


And This is the 
First Gale 


"Gale Products, a division of Outboard, 
Marine and Manufacturing Company, 's 
a comparatively new name to the re- 
frigeration industry. They have, how- 
ever, been manufacturing refrigerators 
since 1933. The earlier models were 
manufactured under the name of Johr- 
son and Briggs refrigerators until the 
completion of the modern new plant at 
Galesburg, Illinois. 
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Life’s Brightest Moment : : : : By wessteR 
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HERE YARE | A GREAT BIG 
LOAD OF FAN PROMOTION 


FREE! 


A FAN DEALER ----- WHO 
MIGHT BE YOu---RECEIVES |, 
4 PRESENT OF THE SWELLEST , 


G-E SALES HELPS EVER 


You'll Get This Powerful Promotion Backing 


When You Sell the Fans with the Big Sales Pull—G-E 


Size up this set-up on G-E Fans. Consider the most complete 
line of fans in all America. Consider their quality reputation. Tops, 
and the whole world knows it! Consider the whopping sales of G-E 
Fans every year. Consider the constant advertising that blankets 
the country with G-E prestige. Especially consider this powerful 
free promotion that outstrips any you've ever seen in the fan 
business. 


|. You get a 10-color action Window Display that’s a traffic- 
stopping smash. A display that holds, convinces, sells. 


- You get Direct Mail Pieces that work for you in homes, stores. 


offices. Every one a star fan salesman! 

3. You get handsome Catalogs of the new G-E Fan models, 
crammed with illustrations and sales-building facts. 

4. You get a striking campaign of Newspaper Ad Mats for local 
use when your market is “hot.” 

5. You get powerful fe ey Advertising in over 175 key cities 
—run when you need its help—in local hot weather. 
Remember, you get this promotion all free! On top of a sweet 

proposition to build dealer profit. Hear the details from your G-E 

distributor salesman. Go places with G-E Fans next summer! 


Fan Sales Section, Appliance and Merchandise Department, General Electric Company, Bridgeport, Conn. 
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Don’t Neglect 
the 


Attract Attention Before The Passer-by 


Reaches Your Show Window 


By I. L. Cochrane 


HE first law of More Sales 

from Show Windows is Atten- 

tion. You must first get the 
eve And so— 

Don’t neglect the corners! Try it 
yourself. Walk up or down the side- 
walk and note the first glimpse of your 
window is that far corner. Oh, but 
you are looking for it; but what about 
Mrs. Quick and Mrs. Slow? All win- 
dow corners are the same to them and 
neither of these ladies will heed your 
window corner, and likely not your 
display, unless something colorful, 
bright and novel hits their indifferent 
eyes and attention while plodding 
along toward your shop. 

The ladies are passing your nearest 
neighbor, or maybe they are further 
away. Out of the corner of the eye 
that bright window corner is caught, 
and picked up, just because it is bright 
and different. For example, we can 
see but never actually see with the 


High priced display experts prepare window material for the dealers. 


mind a thousand Fords and Chevys. 
They are all alike. However, let one 
come along with a perky papier mache 
penquin perched on it and you bet we 
do take notice. Attractive window 
corners in your store take the place 
of the penguin. Your neighbors’ run- 
of-the-mill corners are usually just so 
many Chevys and Fords. But your 
bright corners get attention while the 
Mesdames Quick and Slow are ap- 
proaching. If the corner holds atten- 
tion the ladies, as they approach, are 
gradually seeing more and more of 
your display, until the whole show is 
on view. 

The corners of this Westinghouse 
range window take advantage of color- 
ful window stickers, provided by the 
company. Small-size window stickers 
are fine, but often they are still better 
when placed in a corner at an angle, 
so they may be seen and read as one is 
coming toward them. The angle at 


unit 


which they are set in the Westing 
house provides direct vision {ro 
further down the street, and thus ™ 
of the Quicks and the Slows will hee 
and see that range display. 
Mrs. Quick, who acts on impul 
will be more often induced to co” 
into your store, and thus come unc 
the spell of your personal sell 
charm. But Mrs. Slow merely 100k 
she is not in the buy-now mood. 
you can make her remember yo 
range and your store there 1] com 
a time when the old range has § 
haywire, when neighbor Nell 's ct 
ing about her new electric range, W" 
hubby has had a pay boost, or she 
nearing the end of installments 0 
fur coat or refrigerator. W th 
Slow you are working throu. 4 
membrance of your display om 
basis of a leng pull. But she 1 ust 
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see the corners first. 


greatest advantage. 


ve had her eyes drawn to that dis- 
y, and then found something inter- 
ng, if she is to come back later. 
The cost of two beaverboard, 21- 
1 wide panels is very small. This 
terial is readily available in various 
es, and in background shades of 
ay and buff, either of which set off 
red, white and blue stickers. Put 
easel or other prop behind them; 
xe them stand up straight, and not 
ly lean against the wall. With this 
ngement the center or main dis- 
should be set back two or three 
depending upon the width of the 
low. And this is just one of 1001 
sible low-cost corner decorations. 


Corner Columns 


‘lat surfaces are advised for this 
ricular display, where stickers are 


>» Westing—%e used. However, with beaver- 
ision iro™frd columns a dealer can go to town 
1 thus m his window corners. These so- 
ys will heefed columns, now sold by most dis- 


supply dealers, are really half- 


on impusqmns, open at the back. Dennison 


ed to Comms papers in a wide variety of solid 
come und@rs and patterns for almost every 
ynal_ sellimfsion. Green, gold, copper and 
erely look@#er brilliant hues in metallic papers 
y mood. excellent. Likewise, wall paper 
ember YOUMrs are selling through display 
‘e will comers everywhere, still more varieties 
ze jas “ecorative papers. To decorate 
Yell is croW™emns you can have any solid, 
rane, leaf, and tree designs, geo- 
st, or she HFc patterns, and turkeys, goblins, 
ments Pkins and Santas on many of 
With Ma. Cut paper cover wide enough to 
yrouc 4 ver and beyond the edges of the 
play on | 
the ust 


An example of how the displays from 
manufacturers can be installed in a win- 
dow to get the attention of passers who 


The dealer loses unless he makes use of 
such excellent display material to the 


BETTER FOR 
ME..LESS WORK 
| FOR MOTHER® 


NATIONS FASTEST 
AND 
MOST AUTOMATIC RANGE 


UNIVERSAL 


4 


G2 
UNIVERSA. 


column three or four inches; and paste 
only these edges to the inside of 
column; then the covering later comes 
off without any trouble or surface 


~mars. Scores of standard additional 


decorations are possible, as well as 
makers’ cut-outs and stickers. Often 
side panels and stickers from an earlier 
display are very usable, as in this 
Westinghouse range display. Further, 
spot, flood and other lighting may be 
focused from behind these half- col- 
umns; as you know, concealed side- 
lighting is a great help. One man 
covered the columns with glistening 
green metallic paper and cut a vertical 
slot in each of his two corner columns, 
projecting through each a green fluo- 
rescent lamp, which added much to 
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BETTER FOOD FOR 
ME-LESS WORK 


the night effect. Yes, there are many 
more simple, cheap, colorful attractive 
corner ideas. Use the front of your 
window and benefit by that corner-of- 
the-eye vision—or peripheral vision, to 
use the long-hair term. 

Bright and colorful columns and the 
like in window corners also assist in 
framing the entire display. The illus- 
trated Westinghouse display auto- 
matically forms a background effect, 
completing the picture idea. With the 
Hotpoint and also Universal a back- 
ground of some kind helps, such as that 
suggested on page 18 March number 
of ELECTRICAL MERCHANDISING. The 
Hotpoint is a mechanical display; the 
girl’s arm moves up and down, point- 
ing at the messages on the cylinder. 


UNIVERSAL 
ELECTRIC RANGE 


Cad 
Lung 


Both cylinders are lighted through a 
translucent material, by lamps inside. 
When this display is ready for the 
scrap heap, be sure to remove the 
handy pendulum motor; you are apt to 
have use for it one of these days. 
Major appliance windows often 
leave, perhaps, too much vacant space. 
A professional displayman will find 
props to fill out, if this is a range 
feature window. The one- or two- 
window dealer will use the space for a 
vacuum cleaner here and a table appli- 
ance there. Just one or maybe two of 
each; be careful not to overcrowd. But 
keep your eyes on that corner; and 
make ’em see it 25 to 50 feet away— 
and so make more people see and 
remember your store and your range. 
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iversificetion is the life- 
blood of the appliance busi- 
ness in this day of narrower 
profit margins and the ne- 
cessity for bigger sales vol- 
ume, says this successful 


dealer. ... 


HORTLY 


the vear, 


after the first of 
my auditor presented 
me with my annual statement 
for 1940—broken down by appliances 
and bristling with percentages etc 
In looking over the statement, I 
was reminded of the old story of the 
photo enlargement days, about “How 
Oley has changed. 


Yes, the electric merchandising 
. 
business has changed, like Oley’s 


photograph. 

My thoughts turned back to early 
1919 when I sold my first farm light- 
ing plant for $850.00 making $200.00, 
then to my first electric refrigerator 
for $950.00, when I made $150.00 in 
commission. The good old days! 

Then I realized that I was doing 
just what my old coach Amos Alonzo 
(“Old Man”) Stagg of the University 
of Chicago, dean of American coaches, 
always called it 
Mr. Stagg 
always told us to live for the present 
and the future, but to profit by the 
mistakes of the past. 


warned us of; he 
“Reading your Clippings.” 


[ think that today many electrical 
dealers all over the country are fall- 
ing into the habit that I was 
guilty of, namely thinking about these 
“good old days” of $950,00—$495,00— 


g 
$325.00 and even $295.00 refrigerators 


very 


and ranges (with their proportionate 
profits ) 


We must all realize that those 
“good old days,” (so called) are gone 
forever and that we must face con- 
ditions as they are today, with re- 
frigerators at $114.75, ranges at 
$99.50, radios and washers at $49.50 


etc. 1940 is past, January and Febru- 
ary and March of 1941 have 
and what we must 
of now is the spring of 1941. 
Chere is nothing more pitiful than 
athlete of 


come 


and gone think 


an €xX college 
book of clippings about his All- 
American 1935-36-37, trying 
to get a job in this fast moving world 


of 1941 


today with a 


feats of 


PAGE 28 


By D. S. Stophlet, 


Proprietor, Lofgren's, Moline, Ill. 


An interior view of Lofgren's, D. F. Stophlet's store in Moline, Ill. 
pointing out that there is 1,000 square feet of space which supports $100,000 in volume. 


Insert: D. F. Stophlet with a favorite magazine. 


Similarly so we dealers must forget 
all about 1940 and the years before 
except for the valuable lessons 
learned during those years and con- 
centrate on our plans for the balance 
of 1941. 

It’s a fast moving game these days 
and a day by day study of fundamen- 


very 


tal essentials is necessary if one is to 
make money in 1941, 
Profits are down. Sales volume is 
absolutely necessary today for success. 
The day of the exclusive refrigera- 
tion—laundry 
radio dealer is, 


equipment—range or 
of course, gone for- 
ever. 

Diversification is the life blood of 


the appliance business 
accountant’s report showed our sales 
ranged from a ten cent packet of 
phonograph needles to a $450.00 air 
conditioning unit and embraced 45 
different electrical appliances to total 
$112,450.00 for the year. (A complete 
article on this matter of full line 
sales and the importance of diversi- 
fication will follow shortly in Exec- 
TRICAL MERCHANDISING). 

As stated a day by day study, of 
one’s business is absolutely essential 
today. Conditions change over night. 
3ut definite policies on the ten vital 
points of a dealers business outlined 
later in this article must be adopted 


today. My 


Every inch of space must pay its way, Mr. Stophlet says, 


Mr. Stophlet in background. 


and adhered to. 


ditions differ in many parts of 


United States and these are the firs 


to be considered. 

A typical problem, which is givit 
dealers all over the United Stat 
headaches these days, is the matter 


sales to workers in defense industries 


There are many transients amor 
these workers, whose credit standin 


is doubtful, hard to secure and whos 
length of employment is highly proo 


lematical. 

Sales to these people on a basis 
over 18 months to 24 months tem 
is highly hazardous. Twelve mont! 
would be better. 


Of course, local cot 


EDITOR'S NOTE ... This is the first of a series of articles on "The Problems of the Electrical Dealer’, 
written by an active dealer. The author is Donald S. Stophlet who has spent 22 years in the electric 
appliance industry. He is one of the men in the industry who has been associated with all four branches 
of the business. He has been a pioneer salesman in the farm lighting plant field, a refrigerator dis- 
tributor, a factory representative (Westinghouse) and is now an appliance dealer (Westinghouse) in 


Moline, Ill. 


He will write from his long and practical experience, a series of exclusive articles for 


ELECTRICAL MERCHANDISING and he has been requested by us to pull no punches and present 
conditions as they actually are from the dealer's standpoint. 
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Showmanship in selling is Fred Hein's motto. 
iron assists in the sale of a 1941 model. 


Ed Kahler, a veteran of Mr. Stophlet's sales force, using the eye appeal of the 
modern refrigegator to assist in the sale. 


Here, a 25-year-old Westinghouse 


Specialty selling is still the backbone of successful appliance merchandising. 
Here, Fred F. Hein, sales manager, puts showmanship into his selling. 
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The merchandising utilities of the 
United States could help the dealers 
greatly by limiting their terms of 
financing to the dealers level in areas 
of this type. But to get back to those 
ten fundaments of a successful dealer- 
ship which require constant attention. 

These are not necessarily important 
in order named, but sooner or later 
all successful dealers will have to meet 
and solve them. First of all 

Halt of the success of a dealer lies 
in buying right and the other half lies 
in selling right. 

Naturally the other group them- 
selves under these two fundamentals. 
They are: 

1. Your local market. Its average 
income, peculiarities, saturation, type 
of people, ete. 

2. Time selling. One of- the most 
vital matters of dealer selling today. 

3. Salesmen: Their hiring, train- 
ing, supervision and compensation. 


4. Advertising: | Type — mediums 
and percentage of total sales to be 
spent. 


5. Trade-ins: What to allow and 
how to resell without a loss. 

6. Diversification of sales: This 
without dilution of effort on money 
making lines, or too great an inven- 
lory. 

7. Service and installation: How 
to make them pay for themselves. 

8. Accounting: To know where you 
stand at all times. 

9. Pleasant relations with your dis- 
tributors and your local utility. They 
can be of great assistance to you. 

10. Competition : Their prices, 
product and policies. 

The independent dealer has a big 
advantage over utilities, mail order 


houses, and chain stores, because he 
can make decisions and move much 
faster than the average organizations. 

He is master of his own business 
and can change policies overnight 
in order to meet unusual or urgent 
local conditions. 


The Importance of the Dealer* 


Up to a few years ago the big 
manufacturing companies of the ap- 
pliance industry, regarded the inde- 
pendent dealer as one of the necessary 
evils of the business and his ideas 
and essential needs were very rarely 
considered in the formation of com- 
pany policies. 

Slowly it dawned on the executives 
of these big companies, that each one 
of these crates that were piled up in 
their huge warehouses eventually had 
to pass through the order book of 
some retail salesman somewhere. With 
this realization policies began to 
change, dealers ideas were met with 
greater consideration. Companies 
called representative dealers from all 
sections of the country to “round 
table” meetings at the factory where 
the dealers were encouraged to “let 
down their hair” and talk. Talk they 
did with the result that more favor- 
able dealer policies were adopted. 

The day of selling to the dealer is 
now gone. Today it’s a matter of 
selling through the dealer. 

It is my personal opinion and also 
that of hundreds of other dealers with 
whom I have talked, that had this 
policy of consulting the dealer been 
carried out in the winter of 1939- 
1940 when the new “strip tease” or 

(Please turn to page 93) 


R. E. A. tours have opened up a new and profitable market for small town dealers. 
Here is an R. E. A. show in action in Kansas. 
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Buy FANS 


bunches... 
LIKE BANANAS 


Last Minute Fill-in Stuff Won't Be 
So Easy This Year, Trade Says 


N Peachtree street, in Atlanta, not 
far from where Scarlett O’Hara’s 
Aunt Pittypat lived, Henry Lamar 

does He does it by 
in his line. Part 
of that authority consists in having 
enough stock of what he is selling to 
convince the customer that it is popu- 
lar and therefore right. 


Reid 


being 


business. 


an authority 


Mr. Reid’s ideas are news these days, 
because abruptly with the war, the fan 
business has swung from a buyer’s to 
a seller’s market. 

No other line of electrical merchan- 
dise in the past has so coddled its cus- 
tomers, particularly in the larger cities. 
Everybody knows that fans are sold on 
hot days. They know that hot days 
are coming. But dealers put off lay- 
ing in stock until the hot days arrive 
—then holler frantically for the dis- 
tributor or wholesaler to come a-run- 
ning with some fan merchandise. 

Just how much business has been 
lost by the dealer not having goods at 
the moment the customer wanted them 
can never be estimated. 

The habits of the public cannot be 
changed. It will always wait to get 
fans until prompted by the weather. 
But this year it looks as if the laws 
of scarcity are going to force the 
dealer to order early or else. 

Actually it is not necessary for the 
retailer to wait to order to see if it 


is going to be hot. Some figures on 


the Public Service Company of North- 
ern Illinois show that the fan curve 
of demand can be computed like life 
insurance. Sprangled over northern 
Illinois and reaching into more than 
300 communities for its data, this 
utility is unique in having preserved 
a record of every appliance sale and 
the time of year it was made for more 
than 15 years. Its figures are a pretty 
good cross-section of the country. 

If you will notice the accompanying 
chart, you will see that in 1940 the 
utility did 74.9 per cent of its total 
yearly business in the month of July. 
Dealers in the same territory accounted 
for only 54.18 per cent of their fan 
business in this month. The differ- 
ence lay in the determination and 
pointed drive with which Public Serv- 
ice of Northern Illinois went after its 
quota. It sought business while the 
getting was good. Dealers, more lack- 
adaisical, let it come to them. They 
may have had this happen, whisper the 
wholesalers, because they simply didn’t 
have stocks on hand. 

To a lesser degree ventilating and 
exhaust fans hit their peak for Public 
Service at the same time. Being less 
of an impulse than a planned item, the 
hot month of July saw only 34.6 per 
cent of the utility’s annual volume 
done on these items. 

Another moral can be gleaned from 
the Warren statistics. Fan business is 


Henry Lamar Reid of Atlanta believes that storekeepers are as good prospects 
for fans as anyone else. 


chance in ordering early. Over a fif- 
teen year period, it has been found that 
17.3 per cent of the ventilating and 
exhaust fan business is done in June, 
21.8 in July, 13.4 in August. On desk 
fans, sure as the laws of the Medes 
and Persians, 23 per cent of the cus- 
tomers are going to buy in June, 61.2 
in July, 10.3 in August. 

Also promising to catch on in a 
big way in the Mississippi valley this 
year is the portable home cooler. Just 
as cold waves stem from Medicine 
Hat, cooling ideas seem to spring from 
New Orleans. Several years ago 
Frank Burns of the New Orleans 
Public Service Company, who was a 
pioneer plugger for attic fans, saw 
that the fact that a lot of prospects 


fan sales compiled by Ray Warren of a sure thing. The trade takes little didn’t own their homes and this 
THIS 15-YEAR CHART TELLS WHEN FANS SELL 
VENT. & EXHAUST FANS Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 
15 Year Co. Trend. . 2.7 3.1 4.9 5.5 9.8 17.3 21.8 13.4 5.0 5.0 6.0 5.5 
Dealers 1940 ... 2.3 1.6 3.1 75 8.0 15.5 26.7 10.6 9.5 45 4.2 6.5 
Company 1940 1.2 2.2 1.2 4.7 3.0 21.2 34.6 17.0 6.8 2.1 3.5 2.5 
Combined 1940 1.9 1.8 2.5 5.9 6.8 17.5 29.5 12.8 8.6 43 4.0 5.1 
DESK FANS 
15 Year Co. Trend. 0.2 0.3 0.2 0.4 2.2 23.0 61.2 10.3 1.6 0.1 0.0 0.5 
Dealers 1940 0.0 0.1 0.1 0.1 3.9 12.2 54.8 27.2 1.5 0.0 0.0 0.0 
Company 1940 0.4 0.3 0.2 0.3 0.6 13.6 74.9 7.8 0.0 0.0 1.0 0.9 
Combined 1940 0.1 0.1 0.1 0.1 3.2 12.4 58.6 23.7 1.3 0.0 0.2 0.2 


—Compiled by Public Service Company of Northern Illinois 
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blocked sales. He favored a win 
type fan, and it has gone great g 
in New Orleans, doing a very s 
factory job in smaller apartments 
homes. 

One by one national manufactu 
have been wheeling into this ma 
with slick, streamlined window 4 
The year 1941 will see portable } 
coolers that are decorative in ap? 
ance, run with several speeds ani 
grees of quietness and move 4 
cu.ft. of air per minute. 

“Undoubtedly,” says Don Ridge 
of Robbins & Myers Chicago 
“Tactics will be followed in the 1 
that have been proved so successi 
New Orleans and elsewhere. 
most simple strategy is for the ¢ 
to call good prospects on hot eve! 
and lend them portable home ¢ 
He is rarely refused, and one! 
demonstration speaks for itself. 
only point is to choose prospects 
are financially able to buy the ‘3 
they like them. Coolers are unha 
by their trial. Very little of the 
man’s time is required and he 
make money. This idea was 
out several years ago by Woodw 
Fink in St. Louis, and it 3 
good.” 

Yes, 1941, with bigger pay 
promises to be a bigger fan yea 
twelfth of a dozen orders seem 
nitely out. 
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“Here’s a bargain l’d 
go for, Mr. Dealer-— 


UNIVERSAL 
electric iron and 


ironing 
value for only 


UNIVERSAL'S big spring Special is 


a bargain ALL women will go for...a *9.95 | 
value for only ‘7.95, that will speed | 
up sales, increase profits! ; | 


a7) THE HOSTESS” UNI VERSAL Streamlined 
IRONING TABLE...a 5-Star Value! Automatic Wrinkle-Proof lron 


New, Cool 


Large lroning Surface Opens and Folds Mantle New, 
15 x 54 inches in One Operation Cool 
manutactu A ie Rest 
this ma ‘ 
window Finger-Tip * 
Light in Weight Automatic Control 
speeds and 
d move 4 * Sturdy 
Don Ride Construction 
Chicago d $9.95 Value 
ed in the 1 to retail : 
retail for only Wrinkle-proof 
sewhere. $ 9 5 Non-Tarnishing Round Heel 
Chromium Plate 
— * Rubber Safety Shoes a This new Universal Streamlined Automatic 
~ i H Iron in combination with the Hostess Ironing 
-veapvee Grip Floer—NO Marring FOR GOTH! Table gives you a sure-fire offer to help cap- 
for itsell. 9] The Hostess Ironing Table with its five- ture the electric iron replacement market. 
> prospects star features combines with the new Uni- ‘ Ord lv of Model No. 7885-41 
buy the versal Streamlined Automatic Iron to give Dealer's Cost $5.30 
sare uni you a “special” designed to build floor THE TRADE MARK KNOWN IN EVERY HOME 
ttle of the] traffic and to boost profits. 
jea was W 
by Wood 
and it 3 
bigger pay {jas = | | 
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Can’t Win Battles 


Toledo Edison profits by demonstrations, assures salesmen a_livelihooj 


Smither Merrill has learned 
that contacts make sales. 


MAN got up in meeting not so 
long ago, and declared that 60 
percent of the country’s out- 
side appliance salesmen now belong 
with the Great Auk, the dodo and 
the carrier pigeon. Extinct. And the 
balance were scratching to eat. 

Nobody can prove figures like that 
by the book, but even when uttered it 
behooves the appliance industry to look 
ver the situation. 

Can a man, today, working outside 
make a good living? Does he have 
to worry where his next meal is com- 
ing from? Can he maintain a family 
respectably, and count on selling appli- 
inces as a career? Yes, it’s still in 


the cards, says Smither Merrill of the 
Toledo Edison Company, Toledo, Ohio 
(Pop. 290,718). And industry can 


no more count on having its battles 
fought by ragged, hungry salesmen, 
than an army can expect to have its 
wars won by mercenaries who per- 
sonally have nothing to gain. 

“The man who sells, does something 
for his employer for which he has 
never been compensated,” says Mr. 
Merrill 
beat upon a prospect, one after another, 
the only man who gets credit is the 
one who closes the deal. The sales- 
man who came first told the story, 
and undoubtedly softened the prospect 


“When waves of salesmen 


up. But frequently under compensa- 
tion plans they get nothing for their 
pains.” 

For that reason this Toledo execu- 
tive feels personally that the industry 
should take a long view of selling, 
should figure out a basis of compen- 
sation that would insure stability for 
the sales force. Recognizing that a 
utility is in somewhat of a different 
situation than a dealer, nevertheless 
Mr. Merrill believes that the plan fol- 
lowed by the Toledo Edison offers 
ramifications that can be profitably 
followed by any type of retail outlet. 
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For Toledo Edison does only a small 
percent of the retail business in Toledo 
—say, 10 to 15 percent—and its cost 
of getting sales is around 284 percent. 
The prices of its merchandise are if 
anything, higher than those offered by 
dealers. If such a setup can profitably 
offer salesmen security, surely other 
types of retail outlets can do the same. 

The Toledo Edison Company has 
some 40 men selling for it. These 
men earn an income that permits them 
to have a home, a family and feel 
respectable. They consider that sell- 
ing is their career. So well do they 
like it that only three men have left 
the department in the last three years, 
Mr. Merrill says. Now there is no 
magic, no abracadabra in working this 
thing out. The utility not so long 
ago came to the conclusion that the 
following incomes were a proper mark 
for the different types of sales talent 
that is used to sell electrical appli- 
ances. 

Depending on the size of the town 
the amount of salary should be suffi- 


cient to create the spirit of perma- 
nency. The main commission earnings 
should insure increased compensation 
for the salesman as the company 
prospers. The balance point is in 
making the division of income on a 
basis which will eliminate high pres- 
sure sales methods and foster customer 
satisfaction and permanency of use. 

To get the firm’s money’s worth 
out of high grade salesmen, of course 
requires management. The Toledo 
Edison policy is to rotate salesmen 
on different types of merchandise. 
For example, 20 men go into the 
lighting department twice a year. They 
are given a card with the name of 
every customer. With them as a 
leaven are the men who work in that 
particular department all the time. 
These, plus schooling give the sales- 
men some background and _ permits 
them to act intelligently. 

“We permit our salesmen to put 
merchandise out on trial,” said an 
executive. “They can do it at will. 
Out of 5,000 demonstrations only 24 


his role and can now depart. 


YOUR GREAT GRANDFATHER COULD PROVE MR. MERRILL'S POINT 


F a great grandfather of yours who died in 1890 could visit your 

home today, he would be completely befuddled. Light switches, 
radio, electric range, fan, oil burner, warming pad would all be 
utterly strange to his way of life. 

The truth is, more change has been made in the habits of living 
than in the 10,000 years that went before. 

Selling an electrical appliance is selling a change in one's habits 
of living. That is why it is entirely different than merchandising 
shoes, hats, fishhooks or easy chairs. Today there is a debate as to 
whether the specialty salesman who did all this has finished playing 


The oldtimers in the business do not believe that appliances have 
yet become an over-the-counter proposition. They point to the 
experiments of a great mail order chain to sell on price alone, and 
its gradual realization that appliances will not sell themselves. They 
feel that so much education, so much guidance and persuasion is 
necessary to induce a family to make a major commitment that the 
specialty salesman must always be on hand if the industry is to grow. 

Consequently the forthright speaking out in meeting of a veteran 
like Smither Merrill, who realizes that the salesman must make a 
respectable living if he is to remain in the picture, is of interest at 
this time as a long view of the situation. 

Mr. Merrill and the Toledo Edison may not always be able to put 
into practice every point they advocate, but as an example of a long 
range view, it is their feeling that it is eminently sound. 


lamps were lost and unaccounted { 
You might think that we took qui 
a risk in permitting this ffeed 
on the part of our salesmen, but th 
records show otherwise.” 

Every morning there is a meetin 
of the salesmen. The idea is thre 
fold. 

1. To get the men in the righ 
humor before starting the day. 

2. To present new subjects and meq 
chandise. 

3. To permit each man to get even 
thing off his mind and to clear 4 
any misunderstanding he may be hat 
boring. 

The salesmen working for Toled 
have no price bulge or advantage ove 
other Toledo merchants. For exam; 
when they are selling lamps, they kn 
that downtown dealers are undoubted 
shading their prices. Neverthele: 
with 200,000 contacts during the la 
four years they sold something lik 
42,000 portable lamps. The Tole 
Edison does not wish to sell more tha 
10 to 20 percent of the appliances 
Toledo. It is merely desirous to set 
standard for other dealers to follov 
Mr. Merrill says. 

At the end of each day the sale 
men report on the demonstrations th 
have made, the people they have ! 
terviewed and the prospects they wa 
to work on. 

In picking his men, Mr. Merrill se 
this up as the following specificati 
and guide: 

1. Toledo Edison wants men wi 
are gentlemen. 

2. He prefers good family men wi 
desire a career. 

3. The right man is placed in * 
neighborhood where he is best fitt 

4. Commission is credited to sa‘ 
men at the end of ten payments. 

5. They also get a salary which ¢ 
trols their activities. 

6. They enjoy a revenue com 
sion based on the revenue returns 
the appliance they sell. 

7. They also get a merchandise C0! 
mission on the total installed price 
the appliance. 

In short, Mr. Merrill feels that om 
the number of outside salesmen is ¢ 
down to where they all may have 
good living, the problem o/ outs! 
selling will disappear and applian 
merchandising will carry on as It @ 
in the past. No ragged or hung 
army of salesmen is going ‘0 ™ 
merchandise. 
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aundry Clinic 


AT THE MAY COMPANY of Los Angeles. H. L. Marsh, 


(right) district sales manager of Easy, outlines home 
clinic plan to J. P. Elliott, (left) and F. A. Logue. 


AT J. L. HUDSON'S four shows a day at ten o'clock, 
12:30, 2:00 and 2:30 were held in the Bureau's tenth 
floor auditorium. Ruth Holden on stage. 


ASY Washer promotion for Spring fea- 

tured the home laundry clinic in pictorial 
form suitable for large and small retail opera- 
tions. This presentation featured better home 
laundry methods the technique of washing, and 
how cleaning costs can be eliminated through 
use of washable fabrics in the home. 

So impressed were some leading merchan- 
disers with the high interest value of this mate- 
rial that they gave it unusual prominence, 
organizing presentations by their home service 
department. As shown on this page, they put 
attention callers at traffic points in the store; 
also ran boxed announcements in their news- 
paper advertising. 

Throughout the country 1800 retailers, large 
and small, used this material to promote home 
laundry sales. 


After the clinic many women showed their interest, stopping 
to examine washers and ask questions at the Hudson home 
laundry equipment displays. 


AT THE FAIR “That's the ticket,"’ G. E. Riley of Easy seems to 
be saying to preview customers at the Fair Store, Chicago, 
test clinic. 


} 
PERLORMAM 


At vantage points throughout the store, Hudson's announced 
time of clinic demonstration, under supervision of Jessica 
Meek, director of store's Home Advisory Bureau. 


AT SHILLITO’S, Cincinnati, next to appliance depart- 
ment, was used for Easy clinic. On first day, five min- 
utes after doors were opened at three o'clock, entire 
space seating 280, was filled. 


Winner guessed 428, nearest estimate to total 431 rubber 
strips in Easy washer; was awarded the washer by Shillito's 
in Cincinnati. Second prize was a case of Oxydol. 210 women 
entered the contest. 


Spots like this were placed in the auto entrance to Shillito's. 
Box ad notices in the company's regular newspaper adver- 
tising also called attention to the Easy home laundry 
clinic. 
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Thoughts at 


a Glance 


Hotpoint has made and sold its 
first million electric ranges. This 
millionth Hotpoint range is set apart 
for a nation-wide celebration in which 
the industry and public will take part. 

Salesmen, retailers, distributors, 
manufacturers — all of us have had 

our share in this achievement. It is more 

than a manufacturing accomplishment. It 
is a testimonial to the astute merchandis- 
ers who, with us, pioneered electric cook- 
ing against ingrained habits and preju- 
dices with competition all the way. 

We also like to consider this success as a 
tribute to Hotpoint quality. Each of these 
million ranges has contributed to the 
reputation of Hotpoint research, engi- 
neering and manufacturing. 

Of course, we are proud of this 

achievement. But now, like all progress, 


it becomes history. It is simply a guide 
for the future. 


Today, we are on our second 
million ...looking toward new 
horizons, greater triumphs —a 
vaster future for “The Name 

Everybody Knows.” 


Ll. 


Vice-President 
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REFRIGERATORS - WATER HEATERS - CLOTHES DRYERS - WASHERS AND 


— you think of a better way to celebrate the 
building and selling of one million Hotpoint Elec- 
tric Ranges than by announcing a new nation-wide 
sales campaign that will launch dealers well on 
their way to a second million? 

That’s Hotpoint’s way of saying “thanks a mil- 
lion” to its dealers, as well as to enthusiastic Mr. 
and Mrs. America, who have given Hotpoint Electric 
Ranges the tremendous prestige of 


All Hotpoint Electric Range models will 


regal, eye-catching advertisement not only com- 
memorates a mighty milestone in Hotpoint history 
—it opens a magnificent new spring sales cam- 
paign that will bring greater profit opportunities 
to Hotpoint dealers everywhere. 

Millions of people read about your product 
in the parlor. The way is paved for you to get 
into their kitchens with more sales of new Hot- 
point Electric Ranges. Tie up your 


this proved performance record 


share the spotlight in this great new 


sales program with this mighty 


in a million American homes. 


nation-wide promotion. See your 


See the important golden an- *Pringcompaign. Planacompletedis- distributor at once. Edison 


nouncement which appears in P/ay.ofHotpoint Ranges featuringthe General Electric Appliance Co., Inc., 
the April 28th issue of LIFE. This Aristocrat with Golden nameplate. 5620 West Taylor St., Chicago, II. 


POWERFUL (mneMildinit RANGE SALES PROMOTION PACKAGE DEAL TO BOOST YOUR SALES! 
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Mack Electric of St. Louis run their 
trade-in business separately from 
the main store and find it diffi- 


cult to keep a stock on hand 


By Robert A. Latimer 


electi 


ical appliance dealer 


tukes stock I lis situ- 

mand trac n retrigerators 
squarely can transform it from a nui- 
sance to a source of profit.” Those 
ire the words of E. L. Markland, 


Mack Electric 


yuis, Missouri, who last 


pre sident of the 


pany, 


year earned national recognition from 
some of the country’s major home 
appliance manufacturers for the excel- 
lent vstem he mas devel yped tor 
“profitizing” trade-in refrigerators, 
ranges, washing machines ind other 
home equipment 


full-line 
located at 4582 
Avenue in the residential area 


of South St 


Mack Electric ( 
electrical ce lership 
Gravois 
Louis, is typical of many 
appliance dealerships of 


today—de 
pendent for the most part on the pur- 


‘ 
chases Ol Wage-carning homeowners 


surrounding the store for its success 
Occupying its present building for the 


past 14 years, Mr. Markland 


nicknann Mack lis become the 


(whose 


Cc ) Is engaged in 
chandising not only major appliances, 
but lighting fixtures, small electrical 


“oO 
appliances, st ikers, Oll burners, con 


act wiring, domestic lamps and fluor 
nt lighting 
been built up slowly and 


equipment Each ce 


profitably to a major issue—but in the 


main, it is still major appliances 


Mack store has 


made the 


$500 


Shop 


RECONDITIONE 
REFRIGERATORS WASHERS VACUU 


> 
M CLEANERS 


At top left is the main building of the Mack Electric, St. Louis. The “Trade-In 
Shop," pictured above, was built at a cost of $500 immediately adjoining the main 
building (See right corner of top photo). 


focal point of its most creditable sell- 
ing job. 
added attic 


conditic ning, water-cool- 


Recently were fans, 
package air 
ers, and home refrigeration equipment 
for varied purposes. From these lines 
it may be easily seen that Mack Elec- 
tric Company has aimed its merchan- 
dising program at the average home- 
owner, and that like many other deal- 
erships, the problem of trade-ins is 

\ Frigidaire 
averages 110 
at least half 
sort—all 
the way from a wooden icebox up to 
and recent 


considerably multiplied. 
Mr. Markland 


per vear, of 


dealer, 
units which 


involve a trade-in of some 


fairly-modern refrigera- 


tors. 


“Our section of St. Louis, being 
composed entirely of residential dis- 


has es- 


tricts of moderate incomes, 
deal of the saturation 
to be found in the average city,” Mr. 
Markland explains. “But even with 
the fact that we have many customers 
who are purchasing their first electric 
refrigerator, there still remains about 
five of ten who must be handled on a 
trade-in basis.” 

“Prior to 1940, we were accustomed 
to disposing of all trade-ins to repair- 
men operating their own shops, who 
reconditioned refrigera- 
tors to their friends and service cus- 
tomers. Where we allowed $20 on a 
trade-in, however, about the best we 


caped a gor «l 


‘free-lanced’ 


Seventy major traded-in appliances were moved in the “Trade-In Shop" last 
A new income group has been tapped and the company has difficulty 
keeping a stock on hand to take care of the bargain-hunters. 


year. 


could realize in selling the box to a 
independent 
very few running ove 
that figure. Those boxes which wet 
not in good enough condition to ove 
haul were either sold for junk or n 
accepted; leaving it up to the custon 
to dispose of it himself. Only in ra 
cases was it possible to profit from t! 


service man was 


transactions 


sale of a trade-in; those cases speci 
ically where a large-capacity mod 
could be sold to a small restaurant 
sandwich stand.” 

With this system, Mack 
signed to losing part of the prolit ¢ 
each new refrigerator sale through t! 
trade-in leak—until 
when a survey of the trade-in r 
of the made to dete 
whether or not the sizeable loss of t 


January, 


store was 


past five years could be at least pat! 


tially overcome. “We figured that 
pairmen with limited facilities for 1 
chandising and 
nake a profit from the old ret 
tors we were turning over to th 
could our own firm” Mack exp! 
It was found that every trade-i 
by the Mack concern represe! 
from $5 to | 
profit—sufficient to  encourag: 
Markland to undertaking his ow! ‘1 
chandising program. 


In March, 1940, Mr. Marklat 


loss of $15 of p 


resolved to change matters en re!) 


(Please turn to page 92 


Electri 


Company (and many others) was t% 
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CAMILLE DAVIED 


WONDER if it has ever occurred 
to you to ask a number of women 
what kind of lighting they would like 
have in their homes. For the last 
even years we of McCall’s have had 
staff of assistant editors visiting 
wmes in the United States, talking 
with housewives in their own kitchens 
ad living rooms and photographing 
he rooms in these houses. These 
tox to an iplitors spend three weeks out of each 
mth in some town or city, the fourth 
eek telling the editors in New York 
hat they’ve found. For the last four 
tars we have had included in these 
‘ports a complete lighting survey of 
ach house we visited. 
ly in ra So with two sets of results before 
from the MS let us see how closely women have 
es speci me to getting what they want. 
ity oyovle! Ve might look at the bedroom first. 
aurant or MES is the lighting women would like 
i that room if they had their 
Electric tuthers. 
. Of about 7,000 entries which were 
profit | unted and classified in the bedroom 
rough @ Mest, this is the lighting these 
men specified : 
1) record: [59% asked for central .fixtures 
deteraiis 3.7% specified wall brackets 
he 84% specified built-in lighting 
‘und a dressing table, bed or in a 
that if ok case, and 
3.4% called for from one to four 


as S10 
ing OV 
lich we 
1 to ove 
nk or n 


custom 


ing coul! Mable lamps. The portable lamps 
refrizel lich were asked for are in them- 

exp ined 3.3% specified four portable lamps 
dei soll named three portable lamps 
esenied named two portable lamps, 


rage M 4.6% specified no portable lamps 
‘nother words, the 7,000 bedrooms 
at those women planned for them- 


klan thus MRS were excellently lighted. And 
ep rely. results show that the fine edu- 
02 “onai work that has been done by 


“Let's Make Good Lighting Easy to Buy” 


Excerpts from a talk by Camille Davied, Home-Making Editor, 
McCall's Magazine, before the Residence Lighting Forum, I.E.S. 


the Illuminating Engineering Society, 
the Better-Light-Better-Sight people, 
the home service lighting people and 
the women’s magazines, has made a 
deep impression on women. 

But before we sit comfortably back 
and take a long breath and say that 
our work is over, let us look at the 
figures, based on our nation-wide sur- 
vey, showing the lighting that women 
actually have in their bedrooms—not 
what they would like to have, but 
what they get along with. 

86% of these women had a central 
fixture, 19% of them had wall brackets. 
39% had no bed lamps, 21% had no 
portable lamps. Again the portable 
lamp story is a dramatic one. 

53.3% of our contestants wanted 
four or more portable lamps; only 
11% of the women we visited had 
that many. 

Less than 10% specified as few as 
one portable lamp, but 31% have only 
one portable lamp. 

In other words, the gap between 
the bedroom lighting that women 
would like to have and what they actu- 
ally have is a big one. But before we 
go on with that, let’s take a quick 
look at kitchen lighting. 

In our kitchen contest, this is the 
lighting that the contestants asked 
for: 

88.3% wanted a central fixture 

75.5% wanted a light over the sink 

67.4% wanted a light over the range 

36.3% wanted a light over a work 
counter 

16.3% wanted a light inside the cab- 
inets 

3.7% specified a light over a plan- 
ning desk 

6.2% specified a light at the dining 
unit and many specified fluorescent 
lighting. 

That’s what they want. What have 
they got? The answer to that is brief. 
In almost every kitchen we visited 
there was a central fixture. The 
exact figure is 99.6%. Only 28% had 
any other light at all. That 28% 
included all side lights, wall brackets 
flush ceiling fixtures, lumalines and 
pin-it-ups over sinks, ranges and 
working surfaces that we found. Ac- 
cording to minimum lighting stand- 
ards, 78% of the kitchens were inade- 
quately lighted. 

I am not going into the other rooms 
of the house, since they follow the 
same pattern. For instance, we found 
that 73% of the living rooms we 
visited were inadequately lighted. 

I would like to explain here that 
the homes we visited were not in any 
sense under-privileged homes. These 
were comfortable homes of people in 
comfortable circumstances. Since we 
did most of our interviewing through 
women’s clubs, these were the homes 
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of members of women’s clubs. The 
incomes ranged from $1,500 to $10,000 
a year. 

We can either be profoundly dis- 
heartened by these figures, or we can 
be encouraged. .I prefer to be encour- 
aged. In any movement for bettering 
a condition, the first and hardest job 
is to awaken a desire among people 
themselves for improvement. 


> 


How One Utility 
Sells 1.E.S. Lamps 


ELLING lamps is a specialty of 
the Public Service Company of 
Colorado. The activity, which is in 
the hands of a special lighting depart- 
ment, has now been in operation for 
two years. It is handled by a crew of 
twenty six men, who divide the area of 
the city up between them, going from 
house to house to tell the lighting 
story and to demonstrate I.E.S. lamps. 
Last year 8,600 I.E.S. lamps were 
sold, one for every three demonstra- 
tions made. Many of these sales are 
made through dealer channels—indeed, 
it is estimated that 75 per cent of the 
lamp sales now made by dealers are a 
direct result of the lighting promotion 


Fluorescent Bridge Lamp 


Latest design in lamps is this bronze 
floor model combining features of both 
incandescent and fluorescent lights. 
Myrtle Fahsbender, director of home 
lighting, Westinghouse Lamp Division, 
shows two |4-watt 15" fluorescent tubes 
below the bowl which contains a three- 
light incandescent lamp of 100-200-300 
watts. 


work of the power company. In the 
course of this activity, of course, many 
“better” ways of doing it have been 
learned. 

First of these is to teach lamp sales- 
men to be style minded. The lamp is 
not merely a source of light, but is one 
of the most important elements in any 
scheme of interior decoration, de- 
termining by the illumination which it 
gives how other furnishings will ap- 
pear at night. The salesman who can 
talk the language of home furnishing 
style has another arrow in his quiver, 
one, moreover, which will determine 
the sale with many people. 


However, the man must sell lighting 
—and not merely the lamp. Again 
and again it has been shown that the 
lamp which is sold without the light- 
ing story may come back. Once the 
householder has learned to value light 
and to understand its importance in 
making his life more comfortable and 
the eyes of his family safer, he will be 
sold for life. This meatts: that you 
could not persuade him :té*give up his 
lamp under any circumstances. Fur- 
thermore his later buying will be influ- 
enced. Before very long, he will have 
other I.E.S. lamps in his home. 


Apartment House Problem 


Apartment houses have always 
proved a problem, for the reason that 
the owner does not always encourage 
his tenants to use additional lighting 
because of the addition to the lighting 
bill, which frequently is included in 
the rent. It therefore is important to 
tell the apartment house owner the 
story of lighting, even though he is 
not the one to purchase the equipment. 
It will prevent him from forbidding 
the use of additional lamps in his ten- 
ants’ rooms. 

Homes in which both man and wife 
are working present a problem because 
of the difficulty of finding the house- 
wife at home. However, night time is 
the best time to sell lamps—and a few 
night calls will bring real results. For 
the home where both are working is 
generally a good customer. The night 
hours are the important ones in such a 
household—good light is appreciated 
as being restful after a busy day and, 
what is important, there is usually 
sufficient money between the two wage 
earners to pay for a few extras by way 
of comfort. 


Reporting Complaints 


Many special problems have, of 
course, come to the attention of the 
lamp man. Whenever the representa- 
tive of the power company gets out 
into the field and makes contact with 
customers he hears all the grief stories 
and complaints on every subject which 
have been stored up. This is good busi- 
ness for the power company—and they 
teach their men to be on the lookout 
for just such situations and to report 
them in so that they can be remedied. 
Not all the troubles have to do with 
gas and electric service. Not infre- 
quently the man comes across a family 
which is in need of help with its rent, 
its clothing, its health, its schooling 
problems. Some of them have referred 
these cases to the proper authorities 
and later have followed up to see to 
it that the need was met. How much 
good will for the power company was 
engendered by just such an out-of-the- 
ordinary service can hardly be esti- 
mated, 

The city is divided as equitably as 
possible into districts, in order that 
every man may have an equal oppor- 
tunity to produce results. Naturally, 
however, there are favored localities. 
These are not assigned arbitrarily, but 
are awarded for effective results. At 
the close of each year, when reassign- 
ment of territories is under considera- 
tion the men are given their choice of 
districts in the order of their selling 
records. 
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After one of the cooking demonstrations in the main auditorium (top right) 
Clifton D. Brown of the sales staff, goes to work on a prospect to complete 
the selling job. Directly at right is one of the meters used when a demonstra- 
It shows the cost of the meal in cents rather than 


tion is in progress. 
kilowatt-hours. 


STARTING 
Scratch 


HEN you can sell electric 

ranges to approximately 75 

per cent of the women who 
attend a _ cooking brother, 
you have to have something on 
the ball. And when you sell those 
same women in cities which five years 
ago hardly knew the electric range ex- 
isted, you are coming close to perform- 
ing a miracle. 


sche ol, 


But that’s what is happening in two 
famous industrial cities of Connecti- 
cutt—Bridgeport and New Haven. Up 
to the year 1935, there weren’t 150 
electric ranges installed on the lines 
of the United Illuminating Company 
which serves both cities. And those 
ranges had been installed because folks 
moving in had brought them with 
them; or some enlightened family went 
to herioc efforts to get someone to sell 
them a range. 

rhen came a change of management 
at the power company. Where chaos 
and confusion had reigned in the appli- 
ance merchandising picture of the two 
cities, a definite program of dealer 
cooperation, of rate reductions, of 
policies planned to promote business 
went into effect. The first year, 1935 
saw 460 electric ranges sold in both 
cities; in 1936, the figure was 889; in 
1937, it spurted to 1,603; in 1938, it 
reached 2,318; in 1939, it had _ in- 
creased to 3,274 and in 1940 there were 
4,954 ranges connected to the lines. 
During the present year, it is expected 
that somewhere between 2,000 and 
2,500 ranges will be sold. 

That’s a record of progress. 

Byron Spinney, merchandise man- 
ager of the Bridgeport division of the 
power company can remember, not so 
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Five years ago the United Illuminating 
Company at New Haven and Bridge- 
port had less than 150 electric ranges 
on the lines. . . . Today there are 
5,000 and they are just getting going. 


very far back, when they had to trans- 
port their cooking school prospects 
from New Haven, by bus, nearly 20 
miles away. Now both companies 
have auditoriums and proceed on a 
carefully laid-out plan to sell electric 
cooking to large audiences. 

At New Haven, L. A. Dunn, mer- 
chandise manager, outlined the pro- 
cedure: 

“The cooking schools we put on”, he 
said, “are designed to do three things. 
First to prove to the women of the 
audience that an electric range will 
cook anything and cook it better than 
any other type of fuel. Second that 
electric ranges are fast in their oper- 
ation. And third, that »nder the pro- 
motional rates of the United Illumi- 
(Continued on following page) 


United Illuminating 
Company's new 
building in New Ha- 
ven, headquarters. 


L. A. Dunn is merchandise man- 
ager of the New Haven branch 


of U. I. C. Byron Spinney, be- 
low, has charge of Bridgeport. 


APRIL, 1941—ELECTRICAL MERCHANDIS NGO 


ELEY 


ty 
| | 
| j 4 
res 
= a | 
1" 
N 
: e 
of te 
' 
| | i | | | this: 
= 


ranch 
, be- 
N° matter what reliable make of electric refrigerator any family (5) In refrigerators as in most other things, people get what they pay { 
chooses today, they'll get more value for their dollars than ever. for—so the best model that can be afforded is the best investment. 
For today’s good electrical refrigerators are as fine an example of Naturally we'd like to see people buy a General Electric, for we believe 
mechanical perfection as human ingenuity, skill, science and experience it’s the finest machine ever built. Of course, we're prejudiced—but we | 
have produced. They’re more than twice as efficient as the refrigerators ask buyers to be sure to look at G-E before making a decision. 
of ten years ago, yet cost about one-half as much—so little that almost Maybe we build the G-E Refrigerator so well, because we have had a lot 
wery family can afford the best in modern refrigeration. of experience as the largest builder of electrical conveniences. We do : 


“ this year, General Electric’s message to refrigerator buyers is simply 
this: (1) Get a refrigerator that’s big enough; too many of the earl P : : ; 
% _ : passed. And according to recent surveys it is 
‘ery important multiplied over the years of use. (3) Get a refrigerator preferred by more people than any other refrigerator! A General Elec- 
that’s made by a reputable, experienced manufacturer, for actually it tric is priced no higher than other good refrigerators—as little as 
must outwear the mechanical life of many automobiles. (4) Ask neigh- $119.95* buys a big 6 cu. ft. model. We believe G-E actually costs less 
vors, shop carefully, and get all the facts, for it will be quite a long time than any other refrigerator over the years! 


tefore another refrigerator is purchased if today’s choice is wisely made. *Price subject to regional differentials and to change without notice. 


know that we offer, in this refrigerator, features tested by time and a . 
mechanism that’s just about tops in the engineering world. 


This simple, straightforward, statement-of-fact advertising instills confidence, not ; 
only in General Electric refrigerators, but also in all good refrigerators, and the re- |; 


tailers who sell them. This type of copy is being featured in G-E’s 1941 national 
magazine advertising program. | 


GENERAL ELECTRIC 
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ORDER 
ILGETTE KITCHEN VENT- 
LATING FAN FROM 
YOUR DISTRIBUTOR 


cer FREE 


DEMONSTRATING DISPLAY 
FOR WINDOW OR COUNTER 
OR HOME 
DEMONSTRATIONS 


GET THIS COMPLETE KIT 
OF SELLING HELPS FREE! 


PLAN BOOK 


16-page, colorful, spiral- 
bou “Chock-full” of 
practical selling ideas. 


SALES LITERATURE 


Sales manual and catalog 
materials to help your 
salesmen become record- 
breaking ventilation 
experts. 


CONSUMER BOOKLETS 


12-page, 3-color, for mailing 
or handing to prospects. 
Helps get the signature on the 
dotted line. 


BILL INSERTS 


for enclosure with bills, cor- 
respondence and packages, or 
for hand-out. Single sheet, 
adds no postage. 


STORE POSTER 
Big (25x38”) 2-color,—use on 
wire, on wall, in window in 
store. 


WINDOW DECAL 


3-color, ready to apply _on 
window or door glass. Ties 


VENTITATION 


up your store with ILG nation- 


FOR Ho 
advertising. STORES OFF) 


Ces 
ACTORIEs 


NATIONALLY ADVERTISED IN [IME 


Every ad reaches over 800,000 able-to-buy families. Year ‘round program keeps 
ILG name in front of your prospects, refers inquiries to you! Tie-in and cash-in! 


ILG ELECTRIC VENTILATING CO. 


2874 N. CRAWFORD AVENUE, CHICAGO, ILLINOIS 
Offices in 43 Principal Cities 


Wi 
VENTILATION 


AND AIR CONDITIONING 
*AIR CHANGE...NOT JUST AIR MOVEMENT! 


nating Company, electric cookery is 
cheap. 

“In other words, when you are in- 
troducing electric cookery to a com- 
munity which has little if any knowl- 
edge of it—and what they may have 
heard in the old days was usually con- 
fined to the impression that electric 
ranges were slow and expensive to 
operate—we feel that those points will 
do more to put the prospect in a favor- 
able fram@of mind than anything else. 

“And in all our demonstrations, we 
don’t rely on word of mouth to get 
over the point. Our home service di- 
rectors are present and, in front of the 
audience, cook every type of meal. 
Vegetables, meats, biscuits, stews, 
roasts are all introduced. The meals 
are timed with a watch to get over the 
idea of speed and a special meter, 
calibrated in cents rather than kilo- 
watt-hours, is kept running during the 
preparation of a single meal so that 
they have visual proof that only a few 
cents worth of electricity is consumed 
during the process. 

“Nor do we bring any of the women 
in under false pretenses. They are not 
there just to see a movie, get a door 
prize and be exposed to merchandise. 
We tell them frankly that the reason 
we have invited them to the cooking 
demonstration is to sell them on the 
idea of cooking electrically and then 
induce them, on the spot, to buy an 
electric range.” 

There is, of course, more than one 
angle to this business of switching an 
entire community to electric cooking. 
While cooking demonstrations and 
schools form the backbone of their con- 
tact with the public, the power com- 
pany, at one time or another, have 
gone in for a trial offer whereby the 
range was rented to the customer for 


a period of three months at a nominal 
charge of $5 per month with the oprion 
of applying the rental to the purchase 
price; they have put on a “free wiring” 
campaign for a ten-week period where 
they absorbed all of the cost of the 
installation charge; they have financed 
dealer range and water heater sales 
with full recourse to the dealer and 
four percent carrying charges; they 
offer to service all ranges on their 
lines for an indefinite period; and they 
run a continuing series of newspaper 
advertisements of a testimonial nature 

Rate reductions, too, have played 
their part. From a $4.70 minimum 
charge made in 1935, the rate dropped 
to $3.00 in 1937 and to $1 in 1938 
where it is today. Customers using 
200 kw.hrs. or more paid $10.70 in 
1935, $7.80 in ¥%936, $7.20 in 1937, 
$6.53 in 1938-9 and $5.88 in 1940. 

To prove their point about the econ- 
omy of electric cooking, the New 
Haven Branch made tests in both 1939 
and 1940 among selected groups of 
families where the range was sepa- 
rately metered. In the 1939 test, thirty 
families had an average monthly cook- 
ing cost of $2.38. In the 1940 test, 45 
families, averaging 4.1 persons per 
family had a range meter average of 
106 kw.hrs. per month and an average 
charge of $2.22. 

The company merchandises actively 
in both cities and employs about four 
men in each city to promote range and 
water heater sales. The men are paid 
a salary of $25 a week and receive a 5 
per cent commission on all sales closed. 
Except during campaign periods when 
“free wiring” is in effect, $25 is added 
to the list price of the range and the 
power company absorbs the balance 
on all ranges connected to the lines of 
the company. 


Dramatic kitchen displays help sell ranges, too. This old and new arrangement 
was put on during the Tercentenary celebration in Connecticut. 
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perage SPECTACULAR new Radiantube Cooking 
, Units, a feature of every 1941 Frigidaire Range, 
actively give the customer faster cooking at less cost! 


ut four Designed and manufactured by Frigidaire. 
age and These better units win many sales. ONLY 
ire paid FRIGIDAIRE HAS THEM! 

a 5 
closed 
Is when 
s added 
and the 
balance 
lines 0 


De Luxe Model B-60, with ultra-modern 
fluorescent lighting and many other ad- 
vanced features found in no other range. 


The Range 
that dares to be different | 


The principles of leadership do not vary. j 
The fundamentals that make for success in one business, usu- 

BIG, THRIFTY Even-Heat Oven, a feature A 

of every Frigidaire Range, is said by many to be ally make for success in a similar endeavor. 

the industry’s finest. Offers exclusive combina- 

tion of advanced cooking features that win In few words, giving the customer greater value for his money 


many sales. ONLY FRIGIDAIRE HAS IT! 
leads to ever increasing sales and dealer profits. This is the basic 


principle of Frigidaire operation. 

There’s no skimping. Frigidaire Ranges in every price class are 
built to give more value. The same basic advantages are offered 
by all. Every model is distinguished by newest styling, the most 
advanced features, and utmost quality, inside and out. 


nent 


That’s why more than 100,000 Frigidaire Electric Ranges have 
been sold in very short time. That’s why Frigidaire Electric Ranges 
are on their way up... and fast! 


Powered by the driving force of Leadership in Action! 


0 with 
exclusive fluorescent lighting and latest auto- 
matic controls. Even the lowest priced models 


* 
offer advanced styling, advanced features, and 
every basic Frigidaire cooking advantage. These r i ! 4 f 
are the “extras” that make sales easier! 
FRIGIDAIRE ELECTRIC REFRIGERATORS 


MANGES ano WATER EATERS Made only by General Motors 


FRIGIDAIRE DIVISION © GENERAL MOTORS SALES CORPORATION + DAYTON, OHIO 
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The creating of a heating unit was 
not nearly as simple as it looks, says 
F. Ernest Kirk, on the job. 14 years. 


From 250 parts to 49 is the thermo- 
stat history. 
tinger has seen it in his 23 years. 


Oldtimer W. J. Et- 
range. 


Underwriters Laboratories try out every bit of 
foolishness a housewife could possibly do on a 
W. L. Goetchius, 15 year veteran. 


ocial Significance 


1,000,000 Electric Ranges 


Hotpoint in Chicago reaches a goal set 31 years ago 


Shown with Hotpoint’s One Millionth Electric Range, is Leo 
Berg, who directs and co-ordinates Hotpoint range engi- 
He's been engineering for 


neering and research activities. 
Hotpoint for 13 years. 


generation never 

obfuscations that 

beset a pioneer and his product. 


HE younger 
knows the 


“Very interesting, but is it prac- 
tical?” is a question that undoubtedly 


seared George A. Hughes when he 
began to manufacture an_ electric 
range in 1910. He had a public which 


had looked at the curios in the Worlds 
Fair of 1893—which didn’t work. He 
had to introduce a new method of 
cooking against such time-worn proc- 


esses as coal, corn cobs, gasoline, 
kerosene and gas. He had to interest 
PAGE 44 


J. C. Sharp, Hotpoint Chief Engineer (center), shared a 
joke with Walter Casper, Hotpoint Range Foreman (right), 
and A. H. Behnke, Production Manager, as Hotpoint Range 


No. 1,000,000 left the production line. 


people in a subject in which 
were unimaginative. 

News that Hotpoint made its mil- 
lionth range March 24 at Chicago 
forever put a tombstone over this old 
bromide. “There can’t be a million 
people who would spend money for 
something foolish,” says R. W. Turn- 
bull, vice president. “The fact that 
there has been a healthy progressive 
growth in range sales year after 
year, a constant increase, is convinc- 
ing evidence to the most doubting 
Thomas that electric cooking is some- 


they 


thing positively ahead of anything 
else, something far beyond the experi- 
mental stage.” 

Because George A. Hughes knew 
that the electric range in 1910 was 
likely to be regarded as a toy, be- 
cause older forms of fuel purveyors 
stood around waiting for a chance to 
laugh at any failure, he proceeded to 
go ahead as cautiously as a mule cross- 
ing a bridge in his manufacture of 
ranges. Today, housed in Chicago, is 
probably the world’s most complete 
laboratory for experimenting with 


Here's a demonstration of what happens if you 
don't seal the heating unit ends tightly, M. P. 
Daniel, a 16-year veteran reveals. 


When a million people spend their 
money for a range, it means something, 
says Ray W. Turnbull, vice president of 
the Edison General Electric Company. 


electric heating for cooking. 
Virtually every range manuiac- 
turer has benefited from the pioneer- 
ing footwork or spade work that took 
place here. So on the date of Hot- 
point range No. 1,000,000 EvLectricat 
MERCHANDISING visited this labora- 
tory for a news story of the social 
significance of its arrival. What spe- 
cifically has been done to make th 
public swing over from a Doubting 
Thomas attitude to a_ wish-I-could- 
own-one point of view? Surely, the 
electric range didn’t spring periect 
from the brow of George Hughes |ike 
Juno sprang from the brow of Jove 
There were plenty of early troubles 
and parts that gave trouble, J. © 
Sharp, Chief Engineer, told £c- 
TRICAL MERCHANDISING, but George 
Hughes never left well-enough ale 
“The Calrod unit,” said Mr. Sharp. 
“was originally put together, he ted 
and then rolled out to the size ‘le 
(Continued on following pag 
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AUTOMATIC DEFROSTING 
... and the three additional features 
HERE'S THE FEATURE THAT which make it possible only in Norge! 


WOMEN WANT Record-breaking sales to date already show that the Norge Night-Watch is 
BIG NEWS of the Norge Traffic- recognized by women the country over as the greatest refrigerator advance- 


Builder is the separate Night- $] 4 o q ment of the season . . . because it releases them from defrosting muss and fuss 
« 


Watch Automatic Defroster for , , 
only $14.95, list, available for and gives them better refrigeration a/l day every day. 


any new or previous Norge model And now ready for action when more buyers than ever are ready to act is the 
that’s equipped with three exclusive Norge features greatest of all Norge promotions .. . the biggest profit-building retail selling 
that make possible fully automatic defrosting . . . event Norge has ever announced . . . built around this amazing Night-Watch: 
4 SMASHING, COLORFUL NEWSPRINT TABLOID for wide circulation 

drawer. Hundreds of thousands of these models are % SPECIAL FREE OFFER FOR NORGE OWNERS 

. af of TRAFFIC-STOPPING WINDOW DISPLAYS chat will draw ‘em in 

natural Night-Watch prospect. x ATTENTION-GETTING, ANIMATED DISPLAY that sells the Night-Watch as it demonstrates 


x COMPELLING RADIO CONTINUITIES to build more traffic 
x POWERFUL NEWSPAPER ADS to tie in with... 


) bond # FULL-COLOR NATIONAL ADVERTISING that carries the Night-Watch story to millions of homes 
dent 5 Norge dealers, now in action, report: *‘Night-Watch promotion is a ‘natural’ 
m pany. ... it’s got everything to pull in buyers and sell them.” 

anufac- NORGE NIGHT-WATCH DEFROSTING 


pioneer- 4 : 

NOW COMES TO BIG-VOLUME MARKET 

of Hot- 
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BIGGEST 
SALES 
ADVANCE 
IN 
YEARS 
BEING 
MADE 
BY 
DEALERS 
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Coles Hot Blast Oil Heaters, in all 5 models, are going into more 
and more homes as !941 progresses—people everywhere know the 
55-year old Coles name and quality record—dealers find that the 


Coles backs them up in performance. Compact design—fine styl- 
ing—patented features. 


Two types of force fan circulators are available—a floor warmer, and 
sprayer heater. 


In addition to Oil Heaters, there are Coles Gas and Coal Heaters, 


giving you every sales opportunity. Get Dealer Catalog No. 119 
now—Also ask about our free dealer selling help. 


COLE HOT BLAST MANUFACTURING CO. 


3108-26 WEST 51ST STREET CHICAGO, ILL. 


GAS 


COAL 


The Full Profit Heater Line 
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Social Significance of 1,000,000 Ranges 


CONTINUED FROM PAGE 44 


sired. In this rolling it was difficult 
to keep the heating element centered. 
Hotpoint engineers developed am in- 
genious machine that tamps in the 
insulating material has much to do 
with Calrod’s success. The discovery 
that inconel, a metal used in dairy 
machinery was almost immune to oxi- 
dation was the second triumph.” 
“Each five-year period has seen 
advances in the art of range making 
that makes obsolete earlier models,” 
he declares. For instance, five years 
ago the five-heat unit was unknown. 
Wires still stood a chance of getting 
grease on them, there was not the 


Over 200 man years of engineering went 
into this Calrod unit, Frank Ertel, a vet- 
eran of 23 years, declares. 


EVERYWHERE | speed of the heating units of today, 


and even the flattened coil which per- 
mits greater contact with cooking 
utensils was not present. There was 
no lift-up pan underneath the heating 
unit which permitted easy cleaning. 

Heart of the electric range is the 
thermostat, which keeps oven 
peratures on the desired level. Early 
thermostats were made of bi-metal 
but bi-metal is difficult to locate in 
the most satisfactory position in the 
oven, and often early range ovens de- 
livered temperature higher or lower 
than indicated. In 1917 the thermo- 
stat contained 250 parts, today it has 
only 49. From bi-metal the experts 
swung to a ‘hydraulic type, which 
contains a liquid that expands and 
contracts with temperature changes. 
By combining a mechanical and elec- 
trical unit efficiently, today thermo- 
stats hit temperatures on the nose. 
Out at Hotpoint, Engineer W. J. Et- 
tinger points to models made in 1915, 
1919, 1921, 1924, 1928, 1935, 1936, 
1938, and 1939 as evidence of prog- 
ress made. 

Switches are something average 
persons take for granted, yet elaborate 
breakdown tests were made to per- 
fect these devices. For example, one 
little pin is tested by dragging it a 


tem- 


distance of a mile with a 4 lb. weight 
on it. This pin plays an important 
part in the switch, hence the care. 

A lot of things go on in the Hot- 
point laboratory. The importance of 
sealing up heating units has had much 
engineering. In cooperation with the 
Underwriters Laboratories tests are 
made on everything that a housewife 
can possibly do to her electric range. 
In another kitchen a home economist 
keeps baking endless cakes and cook- 
ies, made to a standard formula, day 
in and day out, as a means of testing 
ranges still further. 

A few weeks ago when over at the 


Catharine 
bakes cakes and cookies endlessly to 
check performance. 


Lambka, home economist, 


plant the boys first noticed that the 
millionth range was due to come down 
the assembly line before long, it was 
realized that the wall of resistance 
faced by the oldtimers was at last 
broken down by public acceptance. No 
longer existed the fear of the public 
that the electric range was an imprac- 
tical toy—no longer did utilities fail 
to appreciate that until the American 
housewife could be educated to her 
actual need of electrical labor-saving 
devices, neither appliances nor current 
could be sold profitably. The millionth 
Hotpoint range meant the turning of 
a corner, the ending of an era in 
home cooking methods. 

According to Ward Schafer, Hot- 
point Range Sales division manager, 
this milestone range, distinguished by 
24 karat gold trim, will be given ‘to 
Henry Ford for the Edison Institute 
Museum, Greenfield Village, Dear- 
born, Michigan. Exact replicas will 
be shown throughout America and a 
elaborate advertising campaign pinned 
around it. 

But, most important to the dealer, 
its arrival puts a tombstone over the 
oft-repeated query, “Very interes'ing 
—but is it practical?” One million 
Hotpoint range owners have put 1ny 
doubt about that point in its coffin. 
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KEEPS YOU COOL 
AND OW YOUR TOES 
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“LIVELY AIR” 
“Lively Air” is air in 
motion—properly 


ts are circulated 
mum comfort an 
isewife health. Proper air 


circulation demands 
range. quality fans—fans 
nomiust that make more profit 
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POWER*AIRE 10-INCH OSCILLATING 


The aristocrat of all fans. Handsome new airflow styling 
with rich gun-metal gray finish. Ultra-quiet Micarta blades. 
Fully enclosed, drip-proof oscillating mechanism—75° or 45° 
arc; 3 speeds. Easily adjustable for wall mounting. 


mist, 


“Livery Air” ran FREE / 


PACEMAKER 10-INCH OSCILLATING 


Keeps the fastest-selling models of Westinghouse 
Fans before your customers at all times. Provides 


(below at right) 
The year’s biggest value in a quality fan, for all- 


von Meca @ permanent floor display and selling center. around home use. Smart streamline design. 
py agi Beautifully lithographed in full color. Ask ime Extra large “‘Powersphere” steel blade. Ma- 
n — Westinghouse distributor how to get this attrac- hogany brown baked-on enamel finish. Fully 
—— tive fan shop without charge. enclosed drip-proof oscillating mechanism—75° 
rae rd oscillation arc. Easily adjustable for wall 


mounting. 


2 public TRAFFIC-STOPPING MOTION DISPLAY 


tel For Your Window 
ies fa 
merican or Counter 10-Inch Oscillating x 
to her A real stopper! Dog’s cars 
r-saving blow beck realistically with popular for home 
eurrent each oscillating motion of we. Rally port- PACEMAKER 
onth fan. Suggests the need for po PACEMAKER 
nilliont! fans to every customer who 12-Inch Oscillating Outstanding 
rning of passes or enters your store. “Powersphere” value in a low- | 
era in FREE with your order for — fan. Extra 
mahogany brown arge, quiet type, 
Westinghouse Fans—see Rally ad- oteel blade. 
your distributor. justable for wall Brown mahogany 
Hot- mounting. finish. 
nanager, 
ished by 
piven ‘to 
Institute 
, Dear- | 
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NEW MERCHANDIS 


Models: 


Selling Features: 


STEWART WARNER 
Refrigerators 


Stewort Warner Corp., 
1826 Diversey Parkway, Chicago, Ill. 


Dual-Temp models include 2 
Deluxe 871, and 671 and 2 Master 
861, 661; Master series includes 601, 
Deluxe 871 and 671 and 2 Master 
Dual-Temp models 
have Freezing Locker at bottom of 
food compartment where 50 Ibs of 
food can be stored for months in sub- 
freezing temperatures; takes the place 
ot evaporator, providing more room 
for food storage in upper compart- 
ment where defrosting is not neces- 
sary; “Space maker” shelves permit 
wide variety of interior arrange- 
ments; moist cold air in main com- 
partment of Dual-Temp does away 
with need for covered dishes; Ultra- 
violet Steril amp purifies and deodor- 
izes air; cold — and interior 
light combined into single unit; slid- 
ing vegetable al fruit basket; snap- 
out ice trays; chromium hardware; 
“Sealed in steel” compressor unit 
with only 3 moving parts. 

Deluxe 871 has 8 cu. ft. capacity ; 
in addition to above features it is 
equipped with sliding vegetable 
basket with glass cover; 5 snap-out 


ice trays; 4 “Space Maker” shelves 
including 2 sliding shelves; illumi- 
nated 16 pt. cold control; automatic 


dome light; thermometer; dry stor- 
age cabinet Master 861 same as 
871 without dry storage cabinet. 

Deluxe 671 same as 871, with 6.3 
cu. ft. capacity; Master 661 same as 
861 with 6.3 cu. ft. capacity. 


S. W. Master series have conven- 
tional aluminum freezing unit sus 
pended in center; 12 pt. cold control 


Master Deluxe 611 has sliding 
meat chest all porcelain with glass 
cover; sliding vegetable freshener 


with glass cover and gray Tenite 
handle; dry storage cabinet; automa- 
tic interior light; glass chilling tray; 
Master model 801, 8.4 cu. ft.; porce- 
lain vegetable freshener, automatic in- 
terior light, and glass chilling tray. 

Master 601, 6.5 cu. ft. capacity has 
3 full width non-tip wire shelves, 
interior light, glass chilling tray. All 
models High-Bake Dulux exterior, 
porcelain interior—Electrical Mer- 
chandising, April, 1941. 
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CARRIER Air Conditioner 
Carrier Corp., Syracuse, N. Y. 


Model: Carrier room Weathermaker 


Selling Features: 


Models: A new 


Type 51C2 for window mounting. 
Self-contained unit 
designed to be installed on window 
sill or in opening in wall; a complete 
mechanism for ventilating, cooling, 
dehumidifying, cleaning and circulat- 
ing air is encased in a small, attrac- 
tive cabinet; entire unit may be re- 
moved from one location to another ; 
suitable for offices, nurseries, libra- 
ties, bedrooms; steel cabinet de- 
signed to harmonize with other home 
furnishings with 2-tone enamel finish 
and grained inlay across the front; 
cabinet is sound-insulated for quiet 
operation; cools, filters, dehumidifies 
and circulates air; brings outside 
air into room and exhausts stale air 
and smoke outside; may be used for 
ventilating, filtering and circulating 
only when cooling and dehumidifying 
are not desired; discharge air grille 
adjustable ; 3 position switch—l posi- 
tion operates unit as complete ai 
conditioner, another as a ventilator 
only and a third shuts off unit; 4 
hp. compressor motor, 1/80 hp. fan 
motor; refrigerating capacity approxi- 
mately 5,700 B.t.u.s.—Electrical Mer- 
chandising, April, 1941. 


EVANOIL Oil Space Heaters 


Evanair Div. Evans Products Co., 
Detroit, Mich. 


group of floor level 
“Standard” series, and 
new dual-purpose radiant models 
have been added to make the 1941-42 
Evanoil oil-fired space heaters com- 
plete. 


heaters, called 


lling Features: FEvanoil line now 
includes units to meet wide variety of 
heating requirements in every price 
range from round radiant heaters to 
medium priced and deluxe fan-forced 
floor level models. “Standard” models 
have capacities of from 37,500 to 
70,000 Btus per hr.; all units but one 
equipped with fans to furnish fan- 
forced floor-level heat; new type heat 
collector; venturi- bafile pilot ring; 
mechanical draft stimulator; syncro- 
float spring-suspended fan; modern 
design, 2-tone finish. 

Deluxe line with fan-forced floor- 
level heat is again being offered this 
year with engineering improvements. 

A series of small radiant heaters 
designed as dual-purpose models 
with a grille top for cooking as well 
as heating, completes the line.—Elec- 
trical Merchandising, April, 1941. 


Cleaner 


pex-Rotarex Corp., 
1070 St., Cleveland, O. 


Model: No. 128. 
Selling 


Features: Two-tone finish, 
chassis in blue and white webite ena- 
mel, floorlight hood chrome plated; 
blue dust bag with white stripes; 
horizontal type motor, a.c. or d.c.; 
l-piece blade suction-type cast alumi- 
num fan; brush has long hair brist- 
les mounted on a curve, adjustable 
for wear; nozzle is automatically 
self-adjustable, regardless of type 
rug being cleaned; handle locks in 
3 positions; finger-tip switch; new- 
style tailored dustbag has 26 in. rec- 
tangular opening, envelope protected 
bag flap with concealed spring as- 
sembly; Shaddo-Lite turns on as 
cleaner operates; 2 sets attachments 
available-—Electrical Merchandising, 
April, 1941. 


CONLON Washers 


Conlon Corp., 
19th St. & 52nd Ave., Chicago, Iii. 


Model: 19. 
Se lling Features: 


Tub, 23 in. diam. 14 
in. deep, has 20 gal. water capacity; 
Vertical; inward corrugations; white 
pore elain enamel inside and out; self- 
draining bottom; 6-vane case alumi- 
nnum tangle-proof agitator—3 smal- 
ler vanes at upper portion of stem 
acts as separator for clothes, prevent- 
ing tangling; belt-driven mechanism; 
+ h.p. oversize motor; white enamel, 
wringer with Zinolite plated feed 
board; quick-acting emergency re- 
lease bar at both sides; reset lever 
and automatic reversible drain board; 
Fabric Pressure Selector has “wool- 
ens, linens, cotton” indicated on 
Bakelite knob; ? in. drain fitted for 
pump installation. 

Other models in line are 39S with 
“Hold-Heet” double construc- 
tion; Model 17, and Model 15.—Elec- 
trical Merchandising, April, 1941. 


APRIL, 


j Todel: 
Selling Features: 


Selling Features: 


GLOBE Dutch Oven Range 


Globe American Corp., Kokomo, Ind. 


4231CD Dutch Oven range. 

Equipped with auto- 
matic timer clock designed to aut 
matically turn off current and kee; 
‘right on cooking—with Retain 
Heat; Dutch Cooker well also en 
ploys Retained Heat principle; wit 
5-speed T-K unit and dome cover 
automatic oven temperature control; 
Minute Minder; extra-large oven 
warming and storage compartment 
utility drawers ; all models finished i: 

white porcelain enamel with chrom 
handles and chrome trim on back 
splashers.—Electrical Merchandisin 
April, 1941. 


ILG Kitchen Fans 


Ilq Electric Ventilating Co., 
2850 N. Crawford Ave., Chicago, Ill. 


Models: igvi ent kitchen ventilating line 


featuring “portable,” 
and “built-in” models 


Portable model de- 
signed for rented homes, apartments, 
or where wall space is limited; fi 
ordinary window, requiring only 4 
screws to install, mounted on window 
frame, back of sash, permits window 
to be locked, opened or closed; com- 
plete with 10 ft. cord, switch plug 
and sash lifting handles. 

Package-type model for window- 
pane permanent installation in steel 
sash window or small panel window; 
unit replaces 1 pane of glass; can als 
be used in double hung windows wit 
wood or metal mullions; beaded pul! 
chain opens and closes weather-tight 
outer door, starting and stopping fa 
operation. 


“package-type 


“Built-In” heavy 16-gauge rust-ré 
sisting telescopic steel cabinet with 
sleeves available to fit wall thick 
nesses from 32 to 31 in.; weat her- 
proof, l-piece door on outside 0! 
house is opened or closed by beaded 
pull chain starting and stopping 
motor at same time. 

Other kitchen ventilating lines in- 
clude Ilgair for larger kitchens and 
Ilgette for medium size kitchens, oth 
of which come in “portable,” “p:ck- 
age-type” and “built-in” sizes. 

Price: From $1650.—Electrical 
chandising, April, 1941. 
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ITH some exaggeration, perhaps, this picture illustrates a point 
about electrical appliances. 

The real test of any appliance lies in successful performance in its 
natural element . . . the home. 

The Bendix Home Laundry has met this test, with more than 
175,000 installations in more than 175,000 homes. It has proved 
itself by years of successful service outside the laboratory. 

This, we think, is one very good reason why the dealer who installs 
a Bendix in the home of a valued customer has no cause to sit up 
nights, worrying. 


BENDIX HOME APPLIANCES, I[nc., South Bend, Indiana 


we 
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— DIDN'T DO THAT ON PAPER! 
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Knapp-Monarch Co., St. Louis, 


speeds with full power on each speed ; 


equippec od with juicer 


extra equipment 


APEX Washers 


1 nozzle on pump model 


CONLON Ironer 


Conlon Corp., 
19th & 52nd Ave., Chicago, Iii. 


Vodel: R-100. 
Selling Features: Side-Glide hand ac- 


tion shoe glides back and forth while 
roll revolves 2-speed control—can be 
changed from fast to slow without 
stopping machine; double thermo- 
static control—split heating element 
1300 watt capacity automatically 
maintains heat desired in either half 
of shoe; porcelain utility top cabi- 
net serves as shelf while ironing; 
rust-proof, scratch-proof shoe 30 in. 
long by 64 in. wide; non-sag roll; 
double open-end roll; ‘adjustable knee 
and finger tip control; pilot light 
shows when heat is on; $ hp. rubber 
cushioned motor; 2 extension shelves 
and lap tray. 

Other models in line include C-98 
with regular shoe; R-87 4-way cabi- 
net ironer; C-76, C-65, C-54, C-25, 
and X-21.—Electrical Merchandising, 
\pril, 1941. 
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RITZ 
Broilers 


Marlun Mfg. Co., Inc., 
37-39 E. 21st St., New York City 


Device: Cadet No. 11 food warmer 


and Commander No. 1941 broiler. 


Selling Features: Cadet food farmer, 
cooker, utility kitchen oven has 44 
in. unit with high heat at 400 watts 
and low heat at 110 watts; 110-120 
volts, a.c. or d.c.; chrome finish, wal- 


nut trim. 


Commander broiler and oven com- 
bination has unit in tray as well in 
top; complete stove, can be used for 
cooking, baking, broiling, etc. ; 
Nichrome 5 wire 8i in. unit im top and 
44 in. unit in tray; aluminum drip 
pan, large wire rack, heat indicator; 
top unit 1000 watts high, 300 low; 
tray unit 400 high, 110 low; ac. d.c. 
110-120 volts; chrome finish, walnut 


trim, 


. - 
Price: Cadet warmer, $7.95; Com- 
yroiler, $13.95; extra cover 
to keep food farm, $1.95.—Electrical 


mander 


Mer handising, April, 1941. 


KELVINATOR Refrigerators 


Kelvinator Div. Nash-Kelvinator Corp., 
Detroit, Mich. 


Models: C-6 and DA-6 have been 


added to Kelvinator line to strengthen 
the step-up selling arrangement 
among lower-priced models. 


Selling Features: C-6, which sells for 


only $5.00 more than the $119.75 
SS-6, offers an easy step-up from 
this low-priced leader; in addition 
to basic features in SS-6, the C-6 has 
Kelvinator stainless steel door-open- 
ing trim, porcelain-covered sliding 
crisper; has 6} cu. ft. capacity. The 
DA-6 has everything found in C-6, 
plus large sliding Cold Chest; glass- 
covered Crisper and de-luxe chrome 
trimming on freezer door and base. 

Similar changes have also been 
made in the Leonard line—2 new 
models, LC-6, $124.95 and LDA-6, 
$134.95. 


Price: C-6, $124.95 and DA-6, $134.95. 


—Electrical Merc handising, April, 
1941. 


SPEED QUEEN 
Washers 


Barlow & Seelig Mfg. Co., Ripon, Wis. 


Models: 810, 710, 610, 510, 410. 
Selling Features: 


finish, red trim. 


410 Conventional, single wall tub; 
standard capacity bowl-shaped tub; 
safety release wringer tangle-proof 
aluminum agitator; white enamel fin- 


ish. 


510 Standard double walls; bowl- 


shaped tub; automatic drainboard. 


610 Heavy-Duty, streamlined de- 
sign; oversize tub; oversize agitator ; 
speed drain; super-duty safety-roll 


aluminum wringer. 


710 Super-Duty, super capacity 
tub; super-size plastic agitator; solid 
brass center post—Electrical Mer- 


chandising, April, 1941. 
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NUTONE Door Chimes 


to $29.50.—Electrical Merchandising 
April, 1941. 


2950 Robertson Rd., Cincinnati, O. 


Models: Victor Miracle Breeze line 
Selling Features: Outstanding in line 
is the Vogue, 8 in. fan designed es 
pecially for home market; “Scooper 
blades create a breeze that can be 
felt 15 ft. or more; “Tilt” guard per 
mits up and down focusing; statuary 
bronze finish with bright meta 

blades. 
Victor Viking 16 in. and Vortex 
in. have low, medium and hig 
motor speeds. Viking, Vortex and 4 
12 in. Vanguard model equipped wit 


which gives the full effect of an osci- 
lating fan without use of oscillating 
mechanism. 

Victor Vagabond, single speed, | 


810 Semi-Automatic, 
equipped with automatic timer, built- 
in thermometer, automatic cord reel; 
white porcelain blow-shaped tub; all- 
aluminum, safety roll wringer with 
automatic drainboard; tangle-proof 
plastic agitator; brass center post; 
double walls; arc-cuate drive trans- 
mission; speed drain; white enamel 


NuTone Chimes, Inc., 


317 Sycamore St., Cincinnati, O. 


Notre Dame “3”. 


Selling Features: Long tube model in 
3-tube effect has embossed cover i 
ivory or walnut unbreakable plastic 
with night light for added illumina- 
tion and beauty; brass tubes; all Nu- 
Tones are 2-door chimes. ‘ 


$9.95; other models from $1.9 


VICTOR Fans 


Victor Electric Products Inc., 


new “Flexaire” breeze direct 


oscillator. Victor Viceroy has 


Magimatic shift—touch of 


hand and fan _ oscillates—another 
touch and it breezes straight. 

Victor Revolaire is available in 
models; equipped with “Flexaire 
Breeze Director, can be used to ¢ 
pecially advantage in _ restaurants, 
stores, hotels, offices. 

2 quiet, powerful floor models, Wind- 
stream FT-44 and Windstream FT 
120 for high speed and tremendous 
air velocity.—Electrical Merchandis- 


April, 1941. 


v 


The Bureau of Foreign and 
Domestic Commerce will be glad 
to cooperate with manufacture! s ol 
new products to assist them in intro- 
ducing these products in other 
countries. Any who may be intere -sted 
in this service should submit his 
request to the ELECTRIC AL 
DIVISION of the Bureau in VW ash- 
ington or the nearest Field Office. 


EXPORT BUSINESS 


. 
| 
‘ 
| 
K-M Mixer 
Mo. 
Model; K-M Power Mix. ee 
| | 
twin in-line beaters give complete 
mixing action, while dual bowl posi- ee v 
| tion permits use of large and small 
mixing bowls on a turntable that 
‘ revolves in either position for thor- m : 
' ough blending; tiltmg motor can be 
removed for use at range; white 
glaze; regularly 
-3 and 1 qt 
vailable: pea 
sheller and bean-slicer; vegetable 
slicer and grater; meat grinde 
Price: $24.95.—Electrical Merchandis- ¥ 
April, 1941 
v 
— 
<1 
i 
> 
1070 E. 152nd S#., Cleveland, O. 
Models: Apex “Time-Control” washes 
ind Model 372 new 
Sellir Features: “Time-Control” 
model eads Apex line this year ; 
yperator selects washing time re 
quired by garments to be washed; = 
time is registered on illuminated col- ; 
dial; “Time-control” mechanism 
turns off the spiral dasher automat 
ally at the end of washing time, leav- 1 
ing motor running—does not inter 
iere with normal use and operation of 
wringer 
; Model 372 features spiral dasher; ing, 
20 gal. tub, white vitreous porcelain ; 
with lome shaped rolled-in edge, 
washboard” sides, patented quick- . 
lrain bottom; 9 Ibs. dry clothes ' 
apacity; white dome shaped tub 
cover with chrome trim; Apex- 
) Lovell wringer features an extended | | 
top, for easy access to rolls; quick =) ee | 
safety-clutch roll stop; easy operat an 
ing end reset; automatic reversing »1 
flume-type drain; balloon type rolls; 
white baked enamel wringer finish; 
“Free Running” mechanism; gray 
rubber drain hose with chromed a 
trical Merchandising, April, 1941. — — 
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model in 
cover in 
le plasti 
illumina- 
; all Nu 
Wivr-awake Appliance Dealers know 
a good proposition when they see it—and 
ls right now .. . from Coast to Coast... they 
71 are demanding CONLON Ironers. 
They see in CONLON .. . the outstanding and 
fastest selling Ironer line in America today. They 
like the new designs . . . the new improvements 
. .. the popular prices. 
The CONLON line is complete with an Ironer for 
every income bracket. Always famed for features 
..- CONLON really out-distances competition 
with the Side Glide Shoe and Hand-Ironing action. 
Despite extra styling .. . extra features . . . extra ld 
—e fine construction . . . prices so far are no higher. 
And every machine is backed by the exclusive 
- “in ie CONLON 15-year Rebuild Policy that guarantees 
signed ¢s customer confidence. 
“Scooper 
oti Why don’t you cash in on CONLON too? There is 
statuary 


still time. Get the facts. Write for prices and com- 


plete information on available dealerships. Don’t 


‘hig delay . . . Write today. 

‘tex and a 

“ye CONLON CORPORATION 
an oscil 


1806-1828 So. 52nd AVE., CHICAGO, ILL. 


oscillating 


speed, | 
iceroy has 
ich of the 
‘s—another 
ht. 
ilable in 3 
“Flexaire 
ised to és 
estaurants, 


CONLON WASHERS are 
confidently sold by deal- 


dels, Wind- ers—because they are built 


tream Z to a high standard of 
tremendous 
ferchandis- excellence ... are sturdy, 


staunch and dependable... 
and render extra years 
of superior service. You 
sell “Satisfaction” when 
you sell the CONLON. 


CONLON imoxen 


> 
igi 
T MODELS sate 
un: 


Smooth Performance 


is built into Black & Decker Vacuum Cleaner Motors 


Versatile Special Machinery, designed to build extra smoothness into Black & Decker | 
Vacuum Cleaner Motors, is typified by the six-spindle automatic (above) which turns 
motor shafts to all diameters, faces and necks all shoulders in a single operation. Such | 
modern, automatic equipment, plus the skilled designing of Black & Decker Engineers, | 


assures maximum smoothness, performance and long life, with a minimum of servicing. | 


Production Details, necessary for smooth 
performance, do not stop with motor per- 
fection, All moving parts must balance. 
Here the operator is using a special Toggle- 
Joint Air Press to assemble and rivet tur- 
bine type fans. It employs special dies to 
insure absolute accuracy. 


Taping Motor Field Coils is an operation 
requiring a great amount of skill and prac- 
tice to attain proficiency. The accuracy of 
these workers insures that the coils will 
nestle snugly into the motor field slots and 
will not loosen or vibrate under load. 


Soldering Seems Simple, but incorrect 
soldering can unbalance a commutator very 
easily. Special automatically controlled 
soldering equipment is used to connect 
armature leads to the commutator. This 
equipment deposits the exact amount of 
solder required, no more, no less. 


re... 


Specially Designed for a tank type Vacuum 
Cleaner, this unit includes a two-stage tur- 
bine fan as part of a complete frame univer- 
sal motor. When it comes to clinching sales 
and keeping vacuum cleaner buyers happy. 
you can't beat Black & Decker Motors. 


THE BLACK & DECKER ELECTRIC COMPANY, KENT, OHIO 


BLACK & DECKER 


Specialists in the Design and Application of 
UNIVERSAL MOTORS 
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| 
| 
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DUCHESS Washers 
Appliance Mtg. Co., Alliance, O. 


Models: 4E, 5E, 7E and 8E. 

Selling Features: 4E and 5E have 7 
Ibs. capacity; 7E and 8E, 8 Ibs. 
capacity have double-wall tubs with 
air space for heat retention; Mullins’ 
wringers on all models except 8E, 
which has a massive streamlined 
wringer manufactured exclusively by 
Appliance Mfg. Co. 

Price: $39.95; $49.95; $64.95 and 
$79.95. — Electrical Merchandising, 
April, 1941. 


NORGE 
Oil Space Heaters 


Norge Div. Borg-Warner Corp., 
Detroit, Mich. 


Models: Nine models in 4 lines: Fas- 
temp, Hytemp, Raytemp and radiant 
heaters. 

Selling Features: Leading the line are 
2 Fastemp models FH-70 and FH-55 
ot 70,000 and 55,000 B.t.u. capacity ; 
Norge L-shaped heat distributor ; por- 
celain inside and out surfaces; Down- 
draft Whirlator feeds air and oxygen 
into flame through patented radial 
orifice; single-dial heat selector auto- 
matically balances input of secondary 
air through Whirlator and flow of oil 
to burner; automatic chimney draft 
regulators open automatically when 
strong winds create excessive draft 
pull; may be equipped with Norge 
power-air blowers for low cost heat- 
ing system; large capacity oil tanks 
with funnel-type filler openings; fine 
screen strainers; safety caps on all 
models; porcelain enamel humidifier. 

Three Hytemp models HH-65, 50 
and 37 with B.t.u. outputs in thou- 
sands corresponding to model num- 
bers; uprights; like Fastemps HH-65 
and HH-50 can be equipped with 
Norge circulating blowers and Norge 
power draft boosters; Whirlator 
down draft; single dial heat selector ; 
large capacity oil tank with funnel- 
type filler opening; strainer, safety 
cap and tell-tale oil gauge; automatic 
chimney draft regulators. 

Raytemp line DRH-50 and DRH- 


37, upright, circulating-radiant heaters 
with specially designed grilled cabj- 
net which allows direct distribution 
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of radiant “fireside” heat with high Coll | 
circulatory efficiency single dial heat 

selector; large capacity oil tank with 47! 

funnel type opening; strainer; safety TT 

cap and visible tell-tale oil gage:§ Kell 

automatic chimney draft regulators, § BIRMI 

Low cost radiant heaters RH-50 and — 

RH-37 standard equipment same 

for Raytemp line—Electrical Mer-§ 

chandising, April, 1941 Bu 
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AUTOMATIC Laundry 

Queen Washers B 

VAI 

Automatic Washer Co., Newton, lowa 

Model: 10 models—S single wall, 3) 

double wall, 2 spin-dry models. HAR] 

Selling Features: Model 4180M (illus- HOU: 

trated) with Dowble-Wall tub has F 

Super “Wring-Master” wringer; IDAH 

piece heavy aluminum frame and INDI 

drainboard; ends of frame baked G 

white enamel drainboard highly 

polished; oversize cushion rolls re-| JACK 

volve in 4 stainless steel ball-bearings ; P 

removes maximum of water over en- nan 

tire length of wringer surface; equal- KING 

ized pressure maintained by heavy KNO 

rustproof coil springs; release and 

reset lever encased in ribbed rubber § LEW! 

3 in. clearance between rolls wher rod 
released, entire wringer rust-proofed 

Invertible Duo-Disc agitator prog] LUBE 

vides advantages of “submerged” an@j MEM 

“surface” agitation in one washer ons 

Thermal type double-wall porcelait 

tub; 8 lbs. capacity; white 

streamlined outer cabinet; lid ma s 

be hung on rim of tub; ball-bearingl NEW 

transmission; operates smoothly NOR 

quietly, economically on pivot ball Nor 

bearings; + hp. G. M. motor rubbe P 

mounted in specially designed motogj OKL 

cradle; worm and shaft always 

perfect alignment; cord coils ] 

wringer standard—Electrical Merl] 

chandising, April, 1941. ‘ 
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for All Facts on the New 


STEWART-WARNER 
SCOTCH MAID ‘tances 


Call Nearest Distributor ee 


ATLANTA, GA., Peaslee-Gaulbert Corp. 
BEAUMONT, TEXAS, The Reed Co. 
BILLINGS, MONT. 

Kelley-How-Thomson Co. 
BIRMINGHAM, ALA. 

Stewart- Warner Distributing Co. 
BLUEFIELD, W. VA., 

Bluefield Hardware Co. 

BUFFALO, NEW YORK 

Buffalo Nipple & Machine Co. 
BURLINGTON, VT., 

Hagar Hardware & Paint Co. 
W. VA. 

. H. Kyle & C 
CH ARLO’ ITE, N. 

Shaw Distribariag Co. 
CHATTANOOGA, TENN. 

Tennessee Valley Elec. Co. 
CHICAGO, ILL. 

Stewart- Warner Distributors, 

Division of Stewart-Warner Corp. 
CINCINNATI, OHIO 

Griffith Distributing Corp. 
CLEVELAND, OHIO, The Kane Co. 
COLUMBUS, OHIO 

Appliance Distributing Co. 
DALLAS, TEXAS, Stewart-Warner Corp. 
DAYTON, OHIO, Stewart-Warner Corp. 
DENVER, COLO., David C. Dodge, Inc. 
DES MOINES, 

Luthe Hardware Company 
DETROIT, MICH., Morley Bros. 
DUBUQUE, IA., The Home Supply Co. 
DULUTH, MINN. 

Kelley-How-Thomson Co. 

EL PASO, TEXAS 

Alemite Co. of El Paso 
ELMIRA, NEW YORK 

Brady Electric, Inc. 

EVANSVILLE, IND. 
Small & Schelosky Co. 
FRESNO, CAL., B. J. DeJarnatt 
GRAND RAPIDS, MICH., Morley Bros. 
HARTFORD, CONN. 

Wood-Alexander & Co. 
HOUSTON, TEXAS 

Forston Distributing Co. 

IDAHO FALLS, IDAHO, Auto Parts Co. 
INDIANAPOLIS, IND. 

Griffith Distributing Corp. 
JACKSON, MISS. 

Lawrence- Ryan Co., Inc. 
JACKSONVILLE, FLORIDA 

Peaslee-Gaulbert Corp. 

KANSAS CITY, MO. 

Stewart-W arner-Alemite Co. 
KINGSTON, PA., Stull Bros. 
KNOXVILLE, TENN. 

House-Hasson Hdw. Co. 
LEWISTON, ME., Maytag Co. * 
LOS ANGELES, CAL., H. E. Sherman, Jr. 
LOUISVILLE, KY. 

Peaslee-Gaulbert Corp. 
LUBBOCK, TEXAS, Sanders Tire Co. 
MEMPHIS, TENN. 

Appliance Sales Co., Inc. 
MIAMI, FLORIDA 

Peaslee-Gaulbert Corp. 
MILWAUKEE, WIS. 

Shadbolt & Boyd Co. 

NEW ORLEANS, LA. 

Household Appliances Corp. 
NORFOLK, VA., A. R. Tiller, Inc. 
NORTH PLATTE, NEBR. 

Kunkel Auto Supply Co. 
OKLAHOMA CITY, OKLA 

Jenkins Music Co., Wholesale Div. 
PHILADELPHIA, PA. 

Philadelphia Distributors, Inc. 
ARIZ. 

. M. Martin, Wholesale 
SBURGH, PA. 

Brown-Dorrance Elec. Co. 
POCATELLO, IDAHO, Billmeyer’s 
PORTLAND, OREGON 

Alemite Company of the Northwest 
RICHMOND, VA., A. R. Tiller, Inc. 
ROCKFORD, ILL. 

Appliance Merchandisers Co. 
SAGINAW, MICH., Morley Brothers 
ST. LOUIS, MO., Brown Supply Co. 
ST. PAUL, MINN. 

Kelley-How-Thomson Co. 

SAN ANTONIO, TEXAS 

Alemite Company of San Antonio 
SAN FRANCISCO, CALIP. 

Hadicke-Redd & Co. 

SEATTLE, WASH., Domestic Co. 
SIOUX CITY, IA., M. H. Kirchbaum 
SPOKANE, WASH. 

Alemite Co. of the Northwest 
TOLEDO, OHIO, The Kane Co. 
TROY, N. Y., H. A. McRae & Co., Inc. 
TUCSON, ARIZ. 

Arizona Appliance Mart 


UTICA, NEW YORK, Miller Electric Co. 


WHITE PLAINS, NEW YORK 

Behrer-Nason Co., Inc. 
WICHITA, KANSAS 

The Stewart-Warner Products Co. 
WINSLOW, ARIZ. 

Northern Arizona Furniture Co. 
BOISE, IDAHO 

R. A. Fifer 


Selling Features: 


NORGE 
Washers 


Norge Div. Borg-Warner Corp., 
Detroit, Mich. 


Device: Five electric and 3 gasoline 


powered Norge Ro-Ta-Tor washers. 


Selling I’eatures: Plastic Ro-ta-tor 


replaces former metal agitator; 
weighs half as much as lightest metal 
agitator; easily and quickly remov- 
able; Roll-Around washing action 
keeps clothes moving briskly; cover 
fits snugly down into recessed 
shoulder in tub; live rubber ring on 
which cover rests forms heat-tight 
seal; Norge Damp Dryer wringer 
rolls gently press water out in smooth, 
easy cascade; adjustable to various 
types of fabrics; pressure selector 
helps select pressure desired for va- 
rious fabrics; 8 locked-in positions ; 
finger-tip roll release; white refriger- 
ator porcelain inside and outside tubs, 
t hp. heavy duty motor. An electric 
motor cradle provided with gas- 
powered models for change over at 
later date—Electrical Merchandising, 
April, 1941. 


QUAKER 
Oil Space Heaters 


Quaker Mfg. Co., 
223 W. Erie St., Chicago, Ill. 


2000 series available 
in 6, 8, 10 and 13 in. sizes; large 
round front door with Quaker Ev-k- 
Clear inner door; humidifiers, level- 
ing screws, embossed back panels, 
steel flame baffle for greater fire 
travel, fully extended control rods; 
brown Hi-baked enamel finish with 
perforated pattern for casing. 6 in. 
model supplied without front door, 
leveling screws and humidifiers. , 
2100 series 8, 10 and 13 in. sizes; 
front grille has been dropped almost 
to floor level ; Ev-R-Clear inner door ; 
front dial control; humidifiers level- 
ing screws and fully lined radéators. 
2200 series, Yportable furnace, 10 
and 13 in. sizes only; foréed circula- 
tion built into units * Mechanical 
Draft; Thermo-controlled blower 
mounted inside left-hand door at base 
of heating drum; brown Hammer- 
loid Hi-baked Enamel” finish ; dial 
control for summer operation of cir- 
culating blower; equipped with 


DISING@ELECTRICAL MERCHANDISING—APRIL, 1941 


Selling Features: 


Radiators and humidifiers, 2210 and 
2213 for manual operation; 2210T 
and 2213T for thermostatic operation. 

No. 60 and 61 blowers optional 
equipment for Mechanical Draft on 
2000 and 2100 series; blowers for 
thermo-controlled forced circulation 
optional on 2000 and 2100 series; 
thermostatic controls available as op- 
tional equipment for all models ex- 
cept 2200 series.—Electrical Mer- 
chandising, April, 1941. 


v 


REMINGTON Shaver 


General Shaver Div., Remington Rand, Inc., 


Bridgeport, Conn. 


Model: Remington Double-Header 


Magnetic Model 75. 


No radio interfer- 
ence; new removable hair pockets to 
catch hairs as they are shaved off: 
streamlined styling by Jan Streng; 2 
smooth rounded heads; newly de- 
signed superpowered and = mag- 
netic type a.c. power unit; 360 double 
edged cutting blades; transparent re- 
movable guard protects shaving heads 
when not in use; deluxe lizard- 
green, chromium trimmed case. 

Price: $12.75—-hair-pockets and trans- 
parent head guards available for 
shavers now in use, $1.00 per set.- 


Electrical Merchandising, April, 1941., 


APEX Ironer 


Apex-Rotarex Corp., 
1070 E. 152nd St., Cleveland, O. 

Model: No. 517-C. 

Selling Features: “Magic-Heat” con- 
trol provided by automatic thermo- 
stat located in center of shoe, keep- 
ing ironer at uniform temperature; 
chrome plated shoe designed to pro- 
vide 20% more heat at left where 
most ironing is done; large beveled 
feeding surface of shoe speeds up 
ironing ; 26 in. floating roll moves to 
the shoe instead of the shoe to roll; 
both ends open; white infra-red ray 
baked enamel finish; tip-back top; 
single switch controls shoe heat; oc- 


cupies 19x 35 in. floor space.—Elec- 


trical Merchandising, April, 1941. 


Selling Features: 


FREEMAN Stokers 


Freeman Stoker Div., Illinois lron & Bolt Co., 


918 S. Michigan Ave., Chicago, Ill. 


Models: Pocket Series and DeLuxe 


models. 


T-2 has been added 
to the Rocket series for small home 
of 5 rooms; equipped with Freeman 
Fire Stabilizer, which keeps fire-bed 
at even level and supplies air to fire 
in right proportions; extended wind 
box to permit easy cleaning under 
retort, continuous gear driven trans- 
mission, special rubber motor mount- 
ing ; segmented tuyeres, repulsion-in- 
duction motor ; large capacity hopper ; 
colonial blue finish. 

Deluxe model Freeman stoker is 
available in 3 sizes: M-1 with a 
coal burning capacity of 30 Ib. per 
hr.; M-2 with coal burning capacity 
of 35 Ib.; ; and M-3 with coal burning 
capacity of 50 lb. per hr. large ca- 


pacity hopper holding 400 lb. coal 
built low for easy firing; heavy 
copper hearing alloy steel hopper 
bolted onto cast iron coal tube and 
hopper base; coal tube flanged for 
perfect alignment. 

All Freeman Deluxe’ models 
equipped with new Freeman Fire- 
Stabilizer; equipped with new special 
Freeman designed rubber wind box 
for easy cleaning; repulsion-induc- 
tion motor; heavy automotive type 
continuous drive transmission; special 
shear pin fitted in a double collar 
for easy removal protects motors and 
mechanism; twin contact controls fur- 
nished as standard eqiupment.—lec- 
trical Merchandising, April, 1941. 


v 


G-E 
Water Heaters 


General Electric Co., Appliance & Mdse 


Dept., Bridgeport, Conn. 


Models: Four round galvanized spe- 


cial tank heaters—30, 40, 50 sizes to 
supplement the special 30 gal. heater 
of last year. 


Selling Features: Thirty gal. heater 


G-302B has twin units, 600 watts 
lower, 1000 watts upper; 40 gal. 
model G-420B has 750 watts lower 
and 1240 watts upper. G-521B, 50 
gal. model has single lower unit, 2500 
watts; G-522B has 1000 watt lower 
unit and 1500 watt upper unit; accu- 
rate adjustable automatic thermostat 
controls each Calrod unit; cold water 
deflector ; 3 in. rock wool insulation; 
white Glyptal outer shell, black base. 
—Electrical Merchandising, April, 
1941. 
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Here 


Real Booster tor Your 
Vacuum Cleaner 


THIS FULL-SIZE TANK-TYPE 
GENERAL ELECTRIC CLEANER 
NATIONALLY ADVERTISED 


This fast-selling 
Combination only 


$39% 


FIRST IN SALES AMONG DEALER-SOLD CLEANERS — 
GENERAL ELECTRIC AGAIN LEADS THE WAY TO PROFITS! 


Tie-in fast on this G-E Special Offer and see it start sales 
figures soaring! We're offering your customers a brand-new 
full-size Tank-type Cleaner with attachments— similar to models 
that sold last year as high as $62.50—now only $39.95. We 
also offer them a $39.95 Floor Model plus a $16.95 Hand 
Cleaner—both for $39.95! And we're advertising these offers in 
a smashing new magazine campaign! 


Three women out of every four need a new cleaner—want it 
now! Last year's sales proved that the average woman will buy 
right on the spot, when the price fits her pocketbook. And this 
G-E Special brings this business to you! 
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NEW MERCHANDIS: 


PREMIER Cleaner 


Premier Div., Electric Vacuum Cleaner Co. 
Inc., Cleveland, O. 


Model: No. 21. 


Selling Features: Duo-Matic nozzle 
requires no adjustment for ordinary 
rugs; for extra-thick, deep-pile rugs 
a slight turn of conveniently located 
adjuster is required; smartly styled 
in black and polished aluminum; 
powerful 2-speed, ball-bearing motor 
Vibra-Sweep, ball-bearing, motor- 
driven brush; an easy-to-empty Poro- 
Nap bag with accordion top and pat 
ented dirt trap; dirt-finding Search- 
Lite; instant-on fingertip switch 
noiseless casters; protective furniture 
guard. — Electrical Merchandising, 
April, 1941. 


DELCO Air Circulators 


Delco Appliance Div., 
General Motors Corp., Rochester, N. Y. 

Device: Delco Air Circulators, 24 and 
30 in. sizes. 

Selling Features: Ceiling, pedestal, 
counter and wall types; improved 
type semi-wide aluminum fan blade 
scientifically designed to give ample 
air movement with quiet operation; 
capacitor motors, 115 volts, 60 cycle, 
a.c.; adjustable mounting bracket 
provides means for tilting motor 
forward or backward; floor pedestal 
model has adjustable pedestal that 
permits center of fan to be extended 
from about 5 ft. to 8 ft. from floor; 
chrome plated except for base. 

Counter stand type has fan center 
approximately 2 ft. high; wall brac- 
ket type complete with stud to fit 
mounting yoke and lag screws for 
attachment to wall; fan extends 14 in. 
from wall and has swivel adjustment. 

Ceiling type with ceiling canopy 
and flange for ceiling mountings over 
outlet box; no hanger pipe furnished. 
— Electrical Merchandising, April, 
1941. 
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DISING 


FLORENCE Range 
Florence Stove Co., Gardner, Mass. 


Vodel: E113C Deluxe model. 


Selling Features: Vented glass cover on 


6 qt. deep-well cooker allows for in- 
specting food without lifting the lid; 
5-speed TK surface units: one 2200 
watts, two 1300 watts; cooker 
equipped with trivet, duplicate pans 
and a deep fat frying basket; oven 
door has large Tuf-Flex glass win- 
dow; automatic oven light; Deluxe 
smokeless type broiler; hydraulic 
type Wilcolator thermostat with 
automatic preheat selector and neon 
pilot lights; warming compartment 
has 350 watt unit; 2 utensil drawers ; 
white porcelain finish. 

Shown with accessory EA-11A 
which includes a Seth Thomas 3-way 
automatic timer with selector switch 
for control of oven, cooker or outlet; 
pilot light; Time reminder, non-glare 
lamp and condiment shakers.—Elec- 
trical Merchandising, April, 1941. 


TELECHRON Clock 


Warren Telechron Co., Ashland, Mass. 


Device: Self-starting, illuminated com- 

pn clock for indoor use only No. 
15, 

Selling Features: Round wall clock, 
metal case and back finished in statu- 
ary bronze lacquer; dual lamp illu- 
mination creates soft glow through- 
out white translucent glass dial; black 
~ ra metal hands ; outside diam. 


Price: $24.—Electrical Merchandising, 
April, 1941. 
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DURO 
Water Heaters 


The Duro Co., Dayton, O. 


Models: Duro True-Temp and 
“Therm-O-Matic” lines. 

Selling Features: Capacities from 3 
and 5 gal. table top models to 82 gal. 
vertical storage; galvanized steel 
tanks; 3 in. Fiberglas insulation; 
thermostat control; standard True- 
Temp models available with single 
element and 1 thermostat or with 
double element and 2 thermostats; 
230 or 115 volts ac. white baked 
enamel jacket. 

Therm-O-Matic automatic models 
capacities 3 to 60 gal.; vertical 
heating element and copper tube 
which encases element to conduct 
heated water to top of tank.—Elec- 
trical Merchandising, April, 1941. 


ELECTRICAL MERCHANDISING—APRIL, 


to NEMA figures there are 
more than twice as many 6-foot boxes 


sold in all-porcelain than a year ago. Price 


talk and mechanical gadgets to the con- 
trary, people are demanding porcelain enamel. 
Price will sell almost anything for a while, 
but don't sell the American public short 
when it comes to quality. And for endurance, 
beauty, sanitation—for immunity to moisture, 
odors, fading, temperatures—porcelain enamel 
is QUALITY. 


And here is another interesting trend: more 
and more appliance manufacturers are using 


LUSTERLITE porcelain enamels because they 


know them to be the industry's standard of 


1941 


10 YEARS’ 
MAINTENANCE COST 


1 BELT 
1 FUSE 


OILED TWICE A YEAR 


—John M. Feeley 
825 E. 55th Street, Chicago 


“I bought the box in May, 1931.” 
Says Mr. Feeley: “I own a 10- 
apartment building and have 
both synthetic-finished and por- 
celain-enameled refrigerators. I 
find the porcelain-enameled 
models much more satisfactory 

and durable. They are easy to clean—they are 

durable, and always look spotless. I have 
had to refinish some of my synthetic boxes 
nearly every year.” 


excellence. LUSTERLITE porcelain enamels are 
uniform in quality and dependability —whether 
on the appliance of today, ten years ago—or 
ten years from now. LUSTERLITE porcelain 
enamels make your selling easier. The all- 
porcelain appliance invariably turns you a 
longer profit. Everyone—you, the retailer— 
the manufacturer—the customer—benefits by 
LUSTERLITE—made by— 


CHICAGO VITREOUS ENAMEL PRODUCT COMPANY 
CICERO © ILLINOIS 
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BIG BEN ELECTRIC ALARM $4.95 --BABY BEN ELECTRIC ALARM $3.95 
To America’s millions these two 
names mean standout quality. 

* That’s why Westclox Electrics 
offer you a ready-made oppor- 
AND tuhity. The Westclox line is com- 
plete and it’s headed by Big Ben 
Electric. He's self-starting, has a 

pleasing two-voice Chime Alarm, 

comes in ivory finish with gold 

color trim, and smart black finish. Baby Ben Electric is smaller, but the 
same good value. Self-starting. Comes in beautiful ivory finish with gold 
color trim. In addition, there are other electric alarms, also time clocks, 
wall clocks—retailing from $2.50 to $6.95. Many are self-starting. All mod- 
els are nationally advertised. Order from your wholesaler today. Westclox, 
LaSalle-Peru, Illinois. Division of General Time Instruments Corporation. 


PITTSFIELD Electric Alarm. 
Self-starting. Ivory finish, gold- 
colored trim. Retails $5.95. 


BACHELOR Electric Alarm is 
self-starting. In ivory or blue, 
$3.95. Ivory, luminous, $4.95. 


COUNTRY CLUB Electric 
Alarm. Maroon finish, $2.50. 
Ivory finish, luminous, $3.45. 


BELFAST Electric wall clock. 
Choice of three finishes—ivory, 
red, green. Retail, $2.95. 


ANDOVER Electric time clock 
is smartly designed in glass 
and nickel. Retails at $4.95 


MANOR Self-starting electric 
wall clock. Choice of four gay 
finishes. Retail price ... $3.50. 


Its easier to sell. NESTCLOX 


Westclox —Makers of Big Ben and his fomily of spring-wound clocks, electric clocks, wrist and pocket watches... priced from $1.25 10 $6.95 
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CHANDISE 


Selling Features: 


Device: 
| Selling Features: Generates 4000 watts 


Model: 


Selling 


SPEED QUEEN Ironers 


Barlow & Seelig Mfg. Co., Ripon, Wis. 
Models: 


lronette and R-101, R-91, 
R-51. 

Ironette, “Zephyr” 
design; 22 in. roll; improved type 
pressure control for right or left 
hand operation; pilot light; full float- 
ing dual support shoe; automatic 
foot-operated “press” control; both 
ends open; white and blue finish, 
chrome trim. 

R-101 deluxe cabinet model; over- 
size shoe with insulated lip; ruffler 
plates ; improved shoe bracket for uni- 
form pressure; 2-speeds; porcelain 
table top; dual thermostat control; 
2 end tables; lap board; pilot light: 
detachable 3-rod clothes rack; auto- 
matic knee control; white with red 
finish, chrome trim. 

R-91 cabinet model; porcelain 
table top; oversize shoe with insu- 
lated edge; ruffler plates; dual ther- 
mostat control; pilot light; end shelf; 
white and blue finish. 

R-51 standard open type with auto- 
matic knee control; single end shelf; 
improved shoe bracket; thermostat 
control; single speed; white with 
black trim.—Electrical Merchandis- 
ing, April, 1941. 


KATOLIGHT Plant 
| The Kato Engineering Co., Mankato, Minn. 


44A 4-cylinder plant. 


at 1800 rpm, or 2000 watts at 1200 
rpm standard 60 cycle, a.c.; powered 
with 4-cylinder LeRoi aircooled en- 
gine, 14 h.p.; new type 4-point rubber 
mountings reduce vibration; suitable 
for trailer, truck stationary 
mounting. 

Other sizes in 1800 rmp models 
range from 240 to 10,000 watts; 1200 
rpm models available in sizes 1500 to 
75000 watts; remote control avail- 
able for all models; full automatic 
available on a.c. models up to 5000 
watts; controls may be added at any 
time. — Electrical Merchandising, 
April, 1941. 


MASTER-KRAFT Conditioner 


Harvey-Whipple Inc., Springfield, Mass. 


Master Kraft Clean-Aire con- 
ditioner C-80. 

Features: For small home 
market with capacity at registers of 
55,000 to 80,000 B.t.u.s.; heavy gage 
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copper bearing alloy steel throug 
out; long flue travel and a design . 
flue passages assures “packing” , 
heat units against large flat suria 

of unit at same time eliminatiry 
undue flue restrictions, giving utmo« 
transfer of heat to passing i 
stream; cabinet 2-tone lacquer wi: 
chrome trim, chrome door hand 
and 2-color nameplate.—Elec tri 

Verchandising, April, 1941. 


v 


NESCO Chef 


National Enameling & Stamping Co., 
Milwaukee, Wis. 


Device: Combination 
and surface unit. 
Selling Features: 18 qt. roaster-over 
thermostatically controlled with sig- 
nal light, and may be turned on an 
off automatically with special Tiny 
Clock available as accessory equi; 

ment; porcelain enameled well, 
inset pans, adjustable steel rack. Por 
celain enameled broiler compartmen: 
has deep drawn porcelain broiler pa: 
with rack. Heavy cast aluminum gr} 
plate. Broiler and surface unit has 
600, 1200 and 1600 watt combinations 
roaster 1320 watts; operates on III 
115 volts, requires no_ installatior 
Large, enclosed storage space. 
Price: “Less than  $65.”—Electrica 
Merchandising, April, 1941. 


roaster, broil 


WAGNER Ventilators 


Wagner Electric Corp., 
6400 Plymouth Ave., St. Louis, Mo. 

Models: Kitchen wall box ventilat 
and window panel fan. 

Selling Features: Wall box ventilat 
adjustable for wall thickness 5} t 
13 in. white enamel inside grill; out 
side door opens by spring tensi 


when ball-chain is released ; fan starts 
and stops automatically with opening 


and closing door. Window panel fa 
adjustable from 23 to 36 in.; sing 
speed, 10 in. delivers 560 cfm.; qui 
blades; induction type motor.—Fl: 
trical Merchandising, April, 1941 
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NDISING 


PEOPLE + PRODUCTS - PLANS 


Electrical Merchandising Review of the Month 


April, 1941 


MKB SPRING PROMO- 
TIONS UNDER WAY 


38 States Show He-Man Cook 
Displays 
NEW YORK—Nearly a thousand He- 


Man Cook window displays are in use 
by utilities and dealers in 38 states and 
more than fifty utilities are on the air 
ulvertising electric water heaters as the 
result of The Modern Kitchen Bureau's 
Spring Campaigns, according to a pre- 
iminary progress report just released 
w H. L. Martin, Bureau Manager. 
“Complete returns are not yet in,” said 
Mr. Martin, “as most of the Spring mer- 
handising drives on ranges and water 
eaters will not start until this month 
und next, but indications are that the 
1941 campaigns will have an outstanding 
reception.” 

The Spring electric range promotion, 
alled “Round-Up of He-Man Recipes 
und Record Year Spring Showing,” is 
acked by the biggest national advertising 
rogram on electric ranges that the Bu- 
reau has yet undertaken. Five national 
magazines are being used in a schedule 


that places at least one ad each month 


national 
Switch Is to 


Theme of the 
“The 


f the year. 
lvertising is, 
Switches Again.” 

Some examples of the reception given 
He-Man Cook campaign and _ its 
se in utility-dealer merchandising drives 
ire seen in the activities of such com- 
enles as Carolina Power and Light 
ompany, West Penn Power Company, 
British Columbia Electric Railway Com- 
any, Electrical Association of Phil- 
ilelphia, Connecticut Light and Power 
ompany and The Mountain States 
Power Company. Carolina Power and 
ight has produced their own campaign 
Plan Book under the title, “The Switch 
Switches” in a comprehensive 
nerchandising program that headlines 
lectric ranges and water, heaters. They 
re placing 33 of the He-Man Cook dis- 
lays among their dealers and awarding 
amous Recipes by Famous Men _ book- 
ts. E. N. Pope, director of sales pro- 
motion and advertising, says of the 
ureau campaign, “The idea and execu- 
tion of the campaign material is admi- 
able in all respects and our use of it 
icates that we anticipate justifiable 
returns both to us and to our dealers.” 
West Penn Power, under the direction 
sales promotion manager, Harry 
Xestofski, is placing 70 of the displays 


Is to 


among the dealers in their territory and 
xiting the original James Mont- 


tomery Flagg display painting in their 
vn downtown showrooms. 

The British Columbia company is plac- 
1g 350 displays among dealers and the 
they companies mentioned are placing 
milar quantities. 

Ove of the outstanding features of the 
le-Man Cook campaign is that it has 
tracted more electrical dealers into 
campaign than have taken part 
previous years. 
many of Des Moines, is an example 
wig 25 displays in use. 
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The Luthe Hardware | 


“This is an extremely popular and 
timely promotion,” says Mr. Martin, 
“because He-Man Cooks and their favor- 
ite recipes have been attracting nation- 
wide attention. Witness the regular 
feature of He-Man Cooks in Look maga- 
zine and the printing of feature articles 
on male cooks in women’s magazines. 
The recipes collected for the Bureau 
booklet are among the best and are for 
exclusive use of electric range dealers. 

Taking to the air to advertise electric 
water heaters, more than fifty utility 
companies have purchased the Bureau's 
transcription of 16 one-minute dramatized 
announcements. This is a brand new 
feature of the Bureau’s campaigns and 


one that results in thousands of dollars 
being spent for radio advertising. A 
sample record will be sent to utilities 


upon request. 


A. J. LINDEMANN DIES AT 87 


MILWAUKEE—A. J. Lindemann, 87, 
chairman of the board of the A. J. 
Lindemann & Hoverson Company, Mil- 
waukee, died March 12 in Milwaukee. 

A German- born emigrant he rose from 
a tinsmith apprentice, earning $1 a week, 
to head of the big stove manufacturing 
firm bearing his name. He started the 
firm at the age of 21 and added a manu- 
facturing department in 1879. It was 
started with a capital of only $20,000 
and at the time of Mr. Lindemann’s 
death the firm had branches in New 
York, Chicago, Denver, San Francisco. 

Three sons, Eugene A. Lindemann, 
president of the firm, Walter C., vice 
president and secretary, and Albert L., 
Los Angeles, as well as a daughter, 
survive him. 


CON EDISON LAUNCHES 4th 
“BARGAIN PACKAGE” CAMPAIGN 


Toaster, Lamp and Radio Featured in Latest Drive 


NEW YORK— 
1941. combination bargain campaign, 
fourth of similar campaigns conducted 
by the Consolidated Edison System Com- 
panies, all of which have consistently 
broken national appliance sales records, 
was launched at a dinner meeting held 
March 18 at the Waldorf-Astoria before 
an audience of 1,200, including manufac- 
turers’ and distributors’ representatives 
and 750 dealers. Announcement of the 
purposes behind the campaign was made 


Consolidated Edison's 


by Floyd L. Carlisle, chairman of the 
board. 

Official starting date of the campaign 
is April 1 and it is expected to con- 
tinue during April, May, June, and per- 
haps July; depending on customer de- 


mand and whether or not the supply of 


appliances is curtailed for lack of ma- 
terials needed for national defense. 

The appliances included in the com- 
bination are the latest models of the 
Proctor automatic toaster, the Artistic 
three-way bridge lamp, and a General 
Electric table model radio. The com- 


bination may be bought for cash or paid 
for in installments in which case the time 
payment charge can be saved if any 
payments are completed in advance of 
the due date. No part of the selling price 
will be withheld as a reserve from the 
dealer on time payment sales; thus the 
dealer will profit equally from cash and 
installment sales. As in previous cam- 
paigns, all orders taken by company 


Buffalo Gets Its Spring Show Started 


Shown as they completed plans for the joint Electric Refrigerator and Range 
Show of the Electric Association of the Niagara Frontier are, reading clockwise 
starting at extreme left: Roland H. Davison, district manager for Nash-Kelvinator, 


general chairman; 


F. L. Riehle, district manager for Frigidaire, vice chairman; 


Don W. White, General Electric Supply Corporation, vice chairman; Floyd Barber, 
Bergman-Philco Corporation; J. Arthur Apsey; Walter S. Schmidt, Buffalo, Niagara 


Electric Corporation, co-chairman; 


Samuel S. Vineberg, manager of the Elec- 


tric Association of the Niagara Frontier; W. L. Sayre, district manager of Edison- 
G. E. Appliance and Clifford Curtiss, Bergman-Norge Corporation. 


1941 


| over the 


employees will be for the account of co- 
operative dealers. Dealers will 


usual pool arrangement. 

A feature of the campaign is a new 
method of field demonstration by means 
of the Tru-Vue stereoscope equipped with 
a strip of 35 mm. film which will permit 
prospective customers to view the models 
in three dimensions. Each of the dealers 
and employees making a field demon- 
stration will be equipped with a stereo- 
scope kit. It is believed that this is the 
first time this method has been used for 


field selling. 

The campaign will be supported with 
newspaper and radio advertising, bill 
enclosures, booklets, and truck and win- 


dow displays. 


Furniture Mart 
Looks For Big 
Spring Show 


CHICAGO—Merchants, 
ers, and market officials, 
heads, suppliers, factory 
and retail sales people 
allied with the home furnishings indus- 
try are thoroughly in agreement on one 
particular point, a survey just completed 
reveals “1941 will be the greatest 
year the home furnishings industry has 
ever known.” 

Completely in accord 
already evident both 
ing and retailing 


manufactur- 

association 
representatives 

engaged in or 


that the gains 
in the manufactur- 
phases of the industry 
will continue ne haat of world condi- 
tions, all phases of the industry indicate 
they are making plans to meet the great 
boom that lies ahead. 

Knowing that business and building 
go hand in hand, leaders in the home 
furnishings industry point to the greatly 
accelerated building programs now in 
progress in all parts of the country 
estimated by Seidman & Seidman as 


“75% higher in dollar volume than in 
January 1940,” and refer to the increases 
already being enjoyed by both manu- 


facturers and retailers. 

January business among the home fur- 
nishings manufacturers is up almost 40% 
over a year ago according to statistics 
available, and retail business is up 17% 
same month a year ago. 

In view of these gains, indications that 
the spring market, which will be held 
at the American Furniture Mart May 
5 to 10, may be the largest the industry 
has ever known is growing increasingly 


evident, and an attendance far in excess 
of the normal 2,500 is already antici 
pated. 
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receive 
all of the profit through the companies’ 
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Nancy and Ned 


Reddy Kilowatt directs Nancy and Ne ' 
(Salome Simmonds and William Kilmer) 
KFEL principals in ‘Let's Talk It Over", 
first of a series of radio programs fea- 
broad- 
cast took place in the Electric Institute, 
Denver, and launched a multi-state Ade- 
quate Wiring promotion activity by the 


turing adequate wiring. 


Rocky Mountain Electrical League. 


Stewart-Warner 
Net $1,470,804 
Stewart \\ Corporation 
vt $1.18, the anr ral report, 


‘ 
rhe net 1040 , 
t ] le Ss cents ea 
1940) $ 
; S25 820 a 
13 
1940) 
037 


The 


FIRST “CERTIFIED” LIGHTING FIXTURES 
TESTED BY E.T.L. AND GO ON SALE 


400,000 To Be Produced This 
Year Under A.L.E.A. Plans 


NEW 


nearly a 


YORK, N Y.—Following 
study, the first group 
lighting fixtures produced 
Pro 
Equip 
received and 
Electrical 


year ol 
of residential 
under the Specification-Certification 
American Lighting 
ition een 


gram ot the 


ment Associ 


7 


} 


egin examination by the 
resting Laborat 


orporating 


wre 
Illuminating 
“Recommended 


Engi 
Prac 

Performance of 


thie 
neermg society 


ice for the Hlumination 


Residential Ceiling Luminaires,” the 
A.L.ELA. Specitication-Certification Pro 
gram marks the first effort of the resi- 
lential lighting fixture industry to pro 
luce certified fixtures complying with 
ithoritative illumination specifications, 
identified as such to the public by means 

a certification tag 

Conforming to current concepts of in 
terior design practice, the fixtures made 
in accordance with the A.L.E.A. speci 
fications reflect distinct improvements in 
appearance as well as performance. As a 
result, they are expected to effect a note 
worthy contribution to residential light- 
Ing service 

The certification tags, testifying that 
the new fixtures meet the lighting speci 


A.L.E.A.’s 


ception ot proper design and quality, will 


fications as well as the con 


be affixed to each certified luminaire 
(lighting fixture) offered for sale to 
the public by the Association’s members 


ind their sales outlets 

Sale of the certified fixtures to the pub- 
lic will commence on or about March 15, 
Association officials. It is 
estimated that approximately 400,000 will 
vear. It is pointed 
represents but a small 


industry's total fixture out- 


according to 


he produced this 
mut that this figure 
art of the 


mut; A.L.E.A. officers explaining that the 
ertified fixtures are designed primarily 
nain rooms such as living, dining 

und) bedrooms, where illumination per- 
mance is a major factor. Elsewhere, 
secondary locations such as hallways, 

\ bules, lining alcoves, etc where the 
requisite 1s decorative appearance 

i than lighting performance, the 


J. Markel, president of ALEA points out 
a new certified fixture and compares it 
with old as Norman D. MacDonald of 
Electric Laboratories (left) and William 
A. Kimbel, of ALEA's advisory board of 
design (right) look on. 


specifications 
Fixtures made for such 


present are 
locations, there 
lore, are 


certification program. 


ary locations. 

Under the terms of the program, manu 
facturer-members of A.L.E.A. are 
quired to submit samples of 
fixtures to the Electrical Testing Lab 
fixtures conforming to the illumi 
nation specifications and design require 
will | 


those 


eye-pleasing adequate illumination with 
mut glare. This premise, while seem 
ingly quite simple, is in 


affecting efficiency, illumination § distri 
bution and brightness, and in the 
shape and color of rooms. 


They're Still Getting Those Multiple Orders! 


At left is an array of Crosley refrigerators 
lined up outside a new Dallas apartment 
building, makes a good ad for W. E. Titus, 
Crosley distributor in the territory. 


And here are 48 Frigidaire ranges and re- 
frigerators lined up for inspection in front 
of the El Rancho Motor Lodge in St. Peters- 
burg, Fla. This job was sold by Todd Hyatt 
& Company, local Frigidaire dealer. The 
lodge, an elaborate one, will have all-electric 
kitchens and air conditioning. 


APRIL, 


inapplicable. 


not at present subject to the 
Later on, follow- 
ing further study, the specifications may 
be extended to cover fixtures for second- 


re- 
eligible 


oratories for testing and inspection. Only 


ments be permitted to carry the 
certification tag. 
The specifications were drafted on the 


premise that lighting fixtures should give 


reality rather 
complex, in view of the many variations 


size, 


1941—ELECTRICAL MERCHANDIS 


MOTHER'S DAY IS 
MAY 11 


NEW YORK—Through the Nati: 1a! 
Committee on the Observance of Mot! 
Day constructive trade promotion hi !ps 


are being offered to retail stores 

wish to tie in with the committee’s nati \n- 
wide, coordinated promotion and p ib 
licity program now under way 


Mother's Day. 

Key-note of this year’s Mother's 
celebration is the official poster which the 
National Committee commissioned  \Me- 
Clelland Barclay to paint and which is 
available to retail stores everywhere. It 
puts the spotlight on the youthful, alive 
type of modern mothers by depicting a 
smiling-eyed young woman with expres 


sion vivacious as those 


as of the tw 
youngsters who stand beside her. Ob 


viously, this is the sort of mother 
appreciates a practical addition to her 


household equipment even more than th 
sentimental type of gift that would have 
been suitable for mothers of twenty-five 
years ago. 


Two Weeks Selling 


Mother's Day falls this year on May 
llth. The two week selling period prior 
to this date provides an ideal time for 
sales of appliances to lighten the burde: 
of housekeeping chores during the sun 
mer months. The McClelland Barclay 
poster, tied in with the stores’ own dis 
play material can be made to direct the 
customer's attention to the desirability 
such gift for Mother's Day. 


Official Poster for 
Mother's Day 


McClelland Barclay, famous American 


artist, poses with the finished poster 
which he was commissioned to paint by 
the National Committee on the Observ- 
ance of Mother's Day. Four-color re- 
productions of the poster will be avail: 
able for retail stores throughout the 
United States. 


Sons and daughters will be intrigu 
with the more mechanical type of m 
chandise—especially items which sa 
labor and increase the efficien 


mother’s cleaning and cooking opet 

“make life easier for 
Streamlined gadgets and practica 
refrigerators, washing machines, « 
irons or mixers will appeal to son- wit 
the means to finance them. 


Stressing Contrast 


Stores wishing to capitalize 
Mother’s Day idea to the extent ul 
ning special window displays ca: ' 
quently illustrate the contrast be we 
modern and old-fashioned mothers wt! 


comparisons of the chic, modern 
going about her household tasks 


old-fashioned housewife with het 


ious hand techniques. 
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SOUTHERN CALIFORNIA STARTED 
ON BIGGEST RANGE CAMPAIGN 


Uniform Wiring Allowance Adopted 


LOS ANGELES—With the agreement 
which was reached last summer between 
utility Companies serving southern Cali- 
fornia, in adopting a uniform range and 
wate. Neate. wiring allowance, the idea 
was born of inter-industry cooperation in 
this district on a scope which had not 
hitherto been possible. Out of this de- 
veloped plans for a uniform range sales 
campaign in which all branches of the 
industry and all utilities should unite. 
The result is the biggest range sales 
drive the area has ever known. 

Territory included in the campaign, 
which started March Ist, covers the serv- 
ice areas of the Southern California Edi- 
son Company, the Los Angeles Bureau of 
Power and Light, Glendale Public Serv- 
ice Department, Burbank Public Service 
Department and the Pasadena Municipal 
Light and Power Department. The drive 
is called an “Electric Range Popularity 
Sale” and is based on the psychologically 
clever premise that the average woman 
wants to possess those household conven- 
iences which other women also covet. 
The customer is impressed with the fact, 
throughout the advertising appeal, that, 
while a few years ago only one out of 
every fifteen women was changing to 
electric cooking, today one out of every 
four is switching to a modern electric 
range. This fact, which comes as news 
to many customers, is making them 
realize that the nationwide acceptance of 
electric cooking is proof of its superior 
attractions and convenience. 


Cooking Utensil Premium 


Special inducement offered as a cam- 
paign feature is an eight-piece set of 
“Wear-Ever” aluminum cooking utensils, 
with a retail value of $14.75, which is 
offered free with any 1941 model electric 
range purchased during the sale. The set 
includes three sauce pans, two layer-cake 
pans, chicken fryer, dutch oven and pie 
pan, all of the latest design and calcu- 
lated to give the owner satisfactory cook- 
ing results. Cost of the set is paid by the 
wholesalers. 

Special terms as low as 15¢ a day are 
offered during the Popularity Sale. Range 
prices are quoted “installed.” This is 
made possible by the uniform wiring 
policy adopted by all the cooperating 
utilities last fall, which provides by pay- 
ment of a $20 wiring allowance by the 
utility for installation in a home where 
electricity was not hitherto used for cook- 
ing. The average cost of wiring in this 
district being about $35, this means that 
a $15 charge remains to be paid, which in 
most cases has been absorbed by the 
price quoted by wholesalers, which in- 
cludes a $15 allowance to cover wiring. 
This takes care of the range installation 
in most cases and enables the dealer to 
juote range prices installed, thus elimi- 
nating one of the most serious obstacles to 
electric range selling. The dealer pays 
no part of the wiring cost. 

The customer may make free choice of 
any 1941 model of Frigidaire, General 
Electric, Gibson, Hotpoint, Kelvinator, 

- & H, Stewart-Warner, Thermador, 
Universal or Westinghouse ranges. 


Big Ad Program 


A complete and forceful advertising 
background is furnished for the campaign. 
Individual sponsors carry out their own 
schedules, but utilize virtually uniform 
slogans and pictorial presentation. The 
campaign will be carried out through the 
media of newspaper advertising, direct 
a radio, outdoor and dealer store dis- 
Play. 

Each of the utilities has its own pro- 
fram of newspaper advertising, leading 
with large and compelling messages, ac- 
companied by dealer tie-in advertise- 
ments. Newspapers are supplied with 
small mats of the “Popularity Sale” 
headline for use with dealer advertising. 


Many enterprising publications have sold 
special display auve.using pages 
ing the sale. 

fhe principal direct mail piece in the 
campaign is a four-page standard news- 


paper size broadside mailed by uulity 
companies to prospects. Utility consume: 
publications and bill stuffers aie also 


being used. 

A large number of imposing 24-sheet 
billboards are placed in strategic loca- 
tions to remind customers of the sale. 
Many of these are illuminated boards, 
assuring both night and day effectiveness 
to this phase of the advertising program. 

Dealers are being supplied with appro- 
priate point-of-sale material by the utility 
companies, which include a large three- 
color banner, suitable for use either in- 
side or outside the store, and a poster 
featuring the eight-piece aluminum set 
which is designed for use in show window 


display. Price tags bearing the slogan of 
the sale are also provided. The Wear 
Ever Company furnishes dealers with 


attractive counter display cards. 

The campaign started on March first— 
and no exact terminus has yet been set 
for its activities. Success of the well 
coordinated plans will be due to the 
efforts of the following committee which 
is in charge: 

H. C. Rice and R. G. Kenyon, South- 
ern California Edison Company; E. M. 
Frellson of the G. E. Supply Company ; 
W. H. Dudley, Frigidaire Corporation; 
S. W. Scott, Graybar Electric Comnanv ; 
H. S. Stewart, L & H Ranges; R. M. 
Whalen of the Geo. Belsey Company: E. 
W. Isenhower, Westinghouse Electric 
Supply Company: H. H. Fogwell. Ther- 
mador Electric and Manufacturing Com- 
panv; E. V. Kane, Los Angeles Bureau 
of Power and Light: E. B. Barnes, Nash- 
Kelvinator Corporation; Fay Frey. Pasa- 


dena Light & Power Department: P. 
Diederich, Glendale Public Service De- 
partment: I Combridge, Burbank 


Public Service Department. 


Radiograph of man_ shaving himself, 
taken at 1/1,000,000 second by L. F. 
Ehrke, research associate of Dr. C. M. 
Slack who recently developed the ultra- 
high-speed X-ray tube in the Westing- 
house Lamp Research Laboratories, 
Bloomfield, N. J. The electric razor was 
going full blast, its tiny motor making 
more than I16 revolutions per second. 
Pictures may be made of even larger 
motors, even though covered with heavy 
metal, the research physicists say. Note 
the ring on the finger, the watch, the 
glasses, and the sharply defined mechan- 
ism of the electric razor. 


ELECTRICAL MERCHANDISING—APRIL, 1941 


There were 400 New England dealers at the Universal-Graybar meeting in Boston 
recently. Executives who attended and put on the show are shown above. Seated, 
left to right: H. C. Parsons of Universal and J. M. O'Donnell of Graybar. Stand- 
ing: R. C. Litchfield, asst. sales manager of Graybar; W. J. Cashman of Uni- 
versal; C. S. Powell, Graybar district manager and A. S. Bross of Graybar. 


At a joint meeting of Union Light & Power employees and dealers Universal 
executives presented a utility-dealer show at the Statler Hotel in St. Louis. 
W. J. Cashman, sales promotion manager, Harry C. Parsons, electric range sales 
manager, and E. L. Farquharson, washing machine sales manager were among 
the Universal representatives presenting the new ‘41 models. Graybar executives, 
Robert F. Janda, manager Merchandise Department, and W. E. Henges, ass't. 
manager, welcomed the group to the session. 


G-E SEES FARM 
MARKET OF 
$120,000,000 IN ‘41 


The farm sales section of General 
Electric’s appliance and merchandise de- 
partment, organized last year, has formu- 
lated a promotional program for 1941 
aimed at an estimated farm potential for 
appliances and wiring materials of $120,- 
000,000. The estimate is based on a 
government survey showing that the 
2,000,000 farms now electrified will aver- 
age at least $30 in appliance purchases 
during the coming year and the 300,000 
farms to be electrified in 1941 will spend 
approximately $200 apiece for appliances 
and wiring. 

G. E. Mullin, Jr., manager of the farm 
sales section, Bridgeport, Conn., an- 
nounces that the 1941 program includes 
a continuation of distributor surveys to 
show farm potential, dealer coverage and 
dealer performance. 

A basic part of the program is distri- 
bution of the recently announced 68-page 
illustrated catalogue, “General Electric 
On the Farm,” showing a representative 
line of G-E appliances and equipment for 
the farm with recommended prices. The 
catalogue is being followed up by a com- 
plete mercandising program. 


| 


The section will also continue to par- 
ticipate in the REA Farm Equipment 
Tour. A trailer and truck equipped with 
a complete kitchen and a 27-foot booth 
where dealers may display appliances. 
During the last two years this tour has 
included 125 shows, reaching an esti- 
mated total of 315,000 people. 


Iron Fireman "Pioneers" Formed 


CLEVELAND—Organization of the 
“Iron Fireman Pioneers,” made up of 400 
members of the Iron Fireman Manufac- 
turing Company organization, was an- 
nounced at the company’s annual sales 
convention, held during March in Cleve- 
land. Gold lapel buttons were presented 
to convention participants who have 
served with the organization 10, 15, and 
18 years respectively. Four 18-year 
badges were awarded: to T. H. Ban- 
field, president; C. T. Burg, general sales 
manager; Joseph R. Gerber, advertising 
agency president; and Fred Spaeth, 
La Grande, Oregon, holder of Iron Fire- 
man’s original dealer franchise. 

A 74 per cent increase in unit sales 
during 1941 to date, compared with 1940, 
was announced by E. C. Sammons, vice- 
president. 
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Here’s the Right Way 


The 
Belden 


Line 


Includes: 


Iron Cords 


Roaster Cords 

Heater Cords with 
Miniature Plugs 

Heater Appliance 


Plugs 
Range Cords 


Portable Outlets 
Service Extension 


Cords 
Shaver Cords 
Lamp Cords 


Socket Extension 


Cords 
Replacemen 


Cords for: 


Vacuum C 


Washing 


t 


leaners 


Machines 
Appliances 


Tools 


Belden Corditis- free 
Electrical Cords are 


consistently 
tised to mil 


adver- 
lions of 


appliance users in 


leading 
magazines. 


national 


CORDITIS-FREE ELECTRICAL CORDS 
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for you to start selling 
complete cords - - - 


You have something to SELL in NATION- 
ALLY ADVERTISED replacement electrical 
cords. Their quality takes them out of the 
profitless competitive class. Known customer 
preference assures acceptance and fast turn- 
over. 

You have the right way to sell them too— 
in the New Belden Display Merchandisers. 
Special combinations are provided to fit the 
cord requirements of your community. 


Specify Belden Replacement Cords — the 
line that’s worth selling. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago, Ill. 


*CORDITIS —a dangerous disease of electrical 
cords; the symptoms are frayed wire and 
broken plugs. It causes severe mental 
irritation and violent nervous disorders 
among electrical appliance users. 


KELVINATOR SEES 
HIGHER PRICES IN 
SPRING DRIVE 


DETROIT—With carload orders from 
retailers running more than double those 
of a year ago, the Kelvinator Division of 
Nash-Kelvinator Corporation has launched 
an extensive spring sales campaign to 
promote the sales of its new electric re- 
frigerators in what is believed by Gen- 
eral Sales Manager Frank R. Pierce 
may be the biggest single selling season 
in the history of the electric refrigeration 
industry. 

Shipments made to dealers in prepara- 
tion for these peak selling months are 
the highest on record, Pierce says. This, 
together with a vastly increased consumer 
buying power and the outstanding prod- 
ucts the industry is offering this year, 
should push sales to new all-time highs 
for Spring, he said. 


Kelvinator's 


New window display in 
spring sales campaign features an ani- 


mated "Wise Old Owl." Kelvinator's 
general sales manager Frank R. Pierce 
believes this Spring may be the biggest 
single selling season in the history of the 
industry. 


Emphasizing the point that Kelvinator 
retailers are experiencing a marked buy- 
ing trend toward higher-priced models, 
Pierce said that the percentage of dealer 
sales of models retailing above $150 is 
33 per cent over last year’s record-break- 
ing results. He reported that this trend 
will gain further momentum during. the 
spring because, as estimates show,’ the 
public will have considerably more money 
to spend on such household appliances as 
electric refrigerators. 

Commenting on the replacement mar- 
ket, Pierce said sales of a newly-devel- 
oped Kelvinator refrigerator called the 
“Moist-Master” indicate that women have 
been quick to accept this advanced 
method of home food storage. 

This newest refrigerator, he believes, 
will greatly increase activity in the re- 
placement or “trade-in” market. He 
added that “Moist-Master” refrigerators 
are now accounting for more than 20 per 
cent of all Kelvinator sales and that there 
is every indication that the popularity of 
this glamorized household refrigerator 
will continue to increase. 

Kelvinator’s sales campaign this spring 
is pitched on lines calculated not only 
to get prospects into the dealer’s place 
of business, but to get them to buy up 
to the higher-priced models, according to 
Pierce. Dealers are urged to dress up 
their windows and stores as they would 
for a special event; to carefully display 
their product for best step-up selling 
results ; to increase advertising activity in 
newspapers, radio and billboards. 

For dressing up windows and stores 
Kelvinator is making available a group 
of things including an animated “Wise 
Old Owl” window display; special spring 
campaign window trims and banners; 
special price tags; a double-faced neon 
sign anda flat-type neon sign. 


APRIL, 


Plugging the theme, 


“Look at th 


Beauty Look at the Extras 

Look at the Price,” and featuring th 
slogan, “Get More Get Kely 
nator,” Kelvinator’s spring advertising 


campaign is the largest in the company 
history. All advertising activity has beer 
accelerated, and more material is aya). 
able to dealers than ever before. 

National advertising copy for Kely 
nator is appearing in a comprehensiy 
list of magazines including the Saturda 
Evening Post, Collier’s, Life, Liber: 
Household Magazine and True Stor 
and in an extensive group of newspaper 
in key cities. Radio spot announcement: 
featuring the new Kelvinator song com- 
mercials, are being aired over some 3 
radio stations. 


ESTATE LAUNCHES 
EASTER HAM CAMPAIGN 
HAMILTON, OHIO—Backed by ; 


full-page, two-color advertisement appear 
ing in the March 31st issue of Lif 
magazine, Estate Stove Company electr 
range dealers opened a pre-season sai 
of Estate electric ranges on March 29! 
offering a 12-lb. Swift's Premium Han 
as the buy-now inducement. 

Recognizing that ham for Easter is be- 
coming as traditional as turkey « 
Thanksgiving Day, Estate approache 
Swift and Company late last Fall wit 
a tentative plan for a spring promotions 
tie-up and found ready acceptance of t! 
idea. 

Life magazine was selected as the big 
campaign curtain-raiser, announcing tha: 
dealers were prepared to offer a 12-] 
Swift's Premium Ham to all Estat 
range purchasers during the two-week 
period immediately preceding East: 
Sunday. Full cooperation was afford 
by Swift’s: branch managers who co: 
tacted local meat dealers, lined them wu 
to cooperate with the Estate dealers i: 
their communities. 

In addition to the full-page advertise 
ment in Life, Estate offered to each 
dealer enrolled in the campaign a wide 
variety of saleshelps including a series 
specially-prepared newspaper ads, a roto- 
gravure broadside, window display ma- 
terial, oven door handle hangers, store 
pennants, statement stickers, “give- 
aways,” etc. 


Appliance Mfg. Co. 


F. W. McGrath, for the past ten years 
vice president in charge of sales for The 
Barton Corporation, West Bend, Wis 
consin, is now in charge of sales for the 
Appliance Manufacturing Company, Alli- 
ance, Ohio, manufacturers of Duchess 
Washers. 


F. W. McGRATH 


Prior to his connection with The 
Barton Corporation, Mr. McGrath was 
with Haag Bros. Company for five years 
as Eastern division manager, and priot 
to that, he was in the sales organizations 
of the Easy Washing Machine Company 
and the old Gainaday (Pittsburgh Gage 
& Supply Co.) of Pittsburgh. 


1941—ELECTRICAL MERCHANDIS NG 


| 
| 
| 
L \. 7) 
| 
NA 
| Q BEAUTY 
Be wise! 
isa) 
KELVINATOR 
| 
| 
| 
| 
| | 
= 
| | 


at 
ring th; 
t Kely 
vertising 
ompany 
has bee: 
is 


the 


r Kely 
rehensiy 
Saturda 
Libert 
e Story 
WSpaper: 
acements 
mg com- 
some 5 


PAIGN 


ed by a 
it appear 
of Life 
y electri 
ason sale 
irch 29t! 
um Ham 


ter is be- 
irkey ( 
»proache 
Fall wit 
omotiona 
ce of t! 
s the big 
icing that 
a 12-1 
Estat 
wo-week: 
East 
afforde 
who co! 
them u 
dealers ir 


advertise 

to each 
nm a wide 
1 series of 
ls, a roto- 
splay ma- 
ers, store 


The new R & M Banner fan line will make your store summer-comfort 
headquarters . . . for both old and new customers. 


More than 21 million advertising messages in The Saturday Evening 
Post, Time and Business Week go to work for you while the weather is 
hot and sales are hotter . . . with increased employment, bigger payrolls, 
giving buyers more money to spend for home comforts. Powerful R & M 
display and direct selling helps are geared to give you the biggest fan sales 


ten years 
for The 
end, Wis- 
les for the 
yany, Alli- 
Duchess 


season you ever enjoyed. 
And, remember, R & M has fans for every purpose . . . to fit the needs 7 
of every customer, priced from $3.95 for the 8-inch Banner fan to $190.00 ; 
for a big exhaust fan. 


Get the whole profitable story told 
in the new, attractively illustrated 
R&M 1941 Fan Catalog showing the 
complete line. Write now. 


Clin this Coupon and 
Mail Today! 


NT 
New RAM 


| ROBBINS & MYERS, INC. | 

| Springfield, Ohio a | | 

owe Send your new 1941 R & M Fan Catalog fully illustrating and deserib- | | 

| ing your entire fan line, free newspaper mats, displays and selling helps. 7 

ATTENTION | | 

“five ye FOUNDED 378 | STREET ADDRESS | 

tion | cITy STATE | 
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Ask her to read this paragraph : 


BROILKING is a roomy little table stove. It will do ALL your 
regular family broiling—steaks, chops, fish, chicken, everything 
—right on your table, with no smoke or smell, no heating up 
the kitchen. BROILKING is ideal for quick hot lunches for the 
children, for evening parties and suppers. It’s compact, stores 
away in little space, and is a hand- 
some adornment on your table. 
BROILKING models list from $6.75 to 
$13.95—less than an 
automatic toaster that 


can only toast bread, 
or a waffle iron that 
can only make waffles! 
Wouldn't you, and 
all the women you 
know, like to have a 
BROILKING ? 


Approved by 
Underwriters’ 
Laboratories, Inc. 
Certified by 
Electrical Testing 
Laboratory 


You can bet your wife would like a BROILKING! So 
why not do this, Mr. Dealer—place a sample order 
for BROILKING with your wholesaler. Take a 
BROILKING “ARISTOCRAT” home and let your wife 
use it. You'll do her a favor—and her enthusiasm will 
show you why BROILKING is America’s fastest selling 
small appliance, and give you a more convincing 
sales story than a dozen of these ads. 


Want more details 7 
Send today for the 
BROILKING PROFIT STORY 
INTERNATIONAL APPLIANCE 
CORPORATION 
1033 Metropolitan Avenue, Brooklyn, N. Y. 


AMERICA'S FINEST ELECTRIC lab BROILER 
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DeepFreeze 


Willard L. Morrison, Manager of 
Deepfreeze Division, Motor Products 
Corporation, North Chicago, Illinois, has 
announced the appointment of Norwood 
1). Craighead as Sales Manager. Mr. 
Craighead is well known in the refriger- 
ation industry, having been associated 
with the sale and promotion of major 
appliances for the past eighteen years. 


G-E Air Conditioning 


Paul M. Hooven, Jr. has been ap- 
pointed eastern field supervisor, and 
Dorcey F. Hines, western field super- 


visor of the General Electric air con- 
ditioning and commercial refrigeration 
department, it has been announced by 
Elliott Harrington, sales manager. Both 
men will report directly to E. B. McClel- 


land, assistant sales manager in charge of | 


field operations. 


PAUL M. HOOVEN 


Mr. Hooven, who will make his head- 
quarters in Cleveland, joined the General 
Electric Company as a sales representa- 
tive in what was then the oil furnace 
division of the air conditioning depart- 
ment. In 1940 he was appointed one 
of the department’s district managers, 
with headquarters at Lancaster, Pa., 
the position he held until his present 
appointment. Before joining the com- 
pany, he had directed both 


wholesale | 


and retail operations for several nation- | 


| ally known heating manufacturers. 


DORCEY HINES 


Mr. Hines, who will maintain head- 
quarters in Kansas City, was one of the 
first General Electric refrigeration dis- 
tributors, having opened his firm in 
Baltimore around 1927. He remained a 
distributor until 1936 when he was made 
district manager of the General Electric 
Supply Corp. at Baltimore. In the fall 


of 1939 he was sent out to Kansas City 
to take charge of the G-E air condition. 
ing and commercial refrigeration depart 


ment district in that area. He was 
district manager there until his ney 
appointment. 
Blackstone 
W. C. “(Bill)” Miller has recently 


been appointed sales representative fo; 
Blackstone Corporation covering metro- 
politan Kansas City and the western 
Missouri, Kansas and Oklahoma dealer 
territories, according to an announcemen: 
made by P. S. Moynihan of Blackstone 
Corporation. Mr. Miller has been en 
gaged in household appliance sales and 
promotion for the past 15 years and js 
well-known to many dealers in Kansas 
City, western Missouri and Kansas. He 
will maintain headquarters at the Ear] 
Geotze Sales Company, 2020 Walnut St, 
Kansas City. 


Easy 


Latest in a series of steps to expand 
Easy Washing Machine Corporation’: 
entire cooperative advertising operatic: 
is the appointment of H. S. Hollan 
formerly assistant advertising manager o! 
Servel, Inc. Mr. Holland will head w 
the new cooperative advertising denart- 
ment under the direction of B. L. Fim 
advertising and sales promotion manager 


Crosley 


As part of the Crosley Corporation's 
new program of increased service 
dealers and distributors, appointment o! 
C. William Rados, previously of Detroit 
as sales promotion manager of the re- 
frigeration division of the Crosley Corp 
ration was announced today by L. Marti: 
Krautter, manager of advertising an 
sales promotion for the Corporation. 


C. WILLIAM RADOS 


Mr. Rados was formerly a_ business 
editor and writer and joined the staff ©! 
Tradeways, Inc., in 1929 to become 4 
teacher of salesmen. In 1932, he to0 
over the direction of sales training 10 
the Koppers Coke Company of Kearn) 
N. J., and in 1935, he became a mem 
ber of the sales training division of ™ 
American Radiator Company. 

In 1938, he was appointed manager 
the National Salesman’s Institute, esta” 
lished by the Kelvinator division of Nas” 
Kelvinator Corporation. He is secretary 
treasurer of the National Society of 5a! 
Training Executives. 
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Another example of Philco leadership in engineering! 
Super Finish, the amazing principle developed by the 
automobile industry to give longer life, greater smooth- 
ness, greater economy and quieter operation to your 
— car, is now adapted by Philco to refrigeration. As used “ 
service 
ntment of by Philco it is a costly precision process, requiring 
Jetroit . . . 
f the fe huge investments in new machinery and new processes. . 
7 But no process that makes a better refrigerator is too ‘ 
co ge costly to fitinto Philco standards of quality manufac- 
yration. 
ture. 
The result of the use of Super Finish in the Philco 
Super Power System means to the consumer— 
e 
Longer Life! 
Reliable Service 
Lower Electric Bills! 
S: 
And to the dealer it means Less Trouble... Lower 
Service Expense... Greater Satisfaction. 
7 Yes, Philco for 1941 brings you a new kind of re- 
. frigerator; more for the money at every price in features, 
“ service and dependability. | 
a_ business 
the staff | 
training 
me a mem 
ision of the 
manager 


“|... the Most Valuable Franchise in the Appliance Field!’ 


iety ol Sales 
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A DAY IN JULY WITH A VICTOR DEALER 


“Sure wish the customers would let me keep one | 
Victor ‘Miracle Breeze’ for myself.” 


"BEAUTY 
“VALUE 
"PROFIT 


are pretty well sold out on their 1940 
pack, with no troublesome holdovers 


for the 1941 season. Clarence F. Pratt 
of the California Refrigerator Com- 
pany quotes this as indicating the ex- 


cellent market for frozen foods and for 
“ 
MIRACLE BREEZE 


the refrigerator equipment which pro- 
vides them. 


* 

c Nine Fresno, California, dealers tied | 
in with a laundry equipment ad of the 
Pacific Gas and Electric Company, San 


Joaquin division, run late in February. 
The dealers ran their own 
ments and then listed washers 
ironers by makes, with a directory of 
the stores at which each could be 
found. 


When the heat strikes, the smart dealer with a 
complete stock of the new Victor Fans is going 


to have a happy time with his cash register. 
* * 
The beauty and the value of the 6 new 


Sears, Roebuck recently opened an 
table models (4 of them with the exclusive 


enlarged and remodeled store at Sacra- 
mento, California. The new building 
provides 40,000 sq.ft. of sales space. It 
is windowless after the modern man- 
ner and has a $40,000 air conditioning 
plant, said to be the largest “of any in 
| the entire Sears circuit.” The main 
floor is provided with indirect illumi- 
nation while other floors have direct 
lighting. Outside is a 6-ft. green fluo- 
rescent sign, appropriate to he 
modernistic style of the facade. Em- 
ployees are provided with recreation 
| facilities on the roof, including a pent 
| house chalet with a kitchen outfitted 
with a range and electrical refrigerator. 
Hardware and housewares are located 
| in the basement. A number of “spe- 
cials” featured the opening on Febru- 
ary 12th. 


Victor Flexaire Breeze Director) spell sales 
appeal and resultant profit to you. Write today 
for catalog and full details on the beautiful 
new Victor line. 


VICTOR ELECTRIC PRODUCTS, 
DEPT. J-1104 - 2950 ROBERTSON RD. - 


Inc. 
CINCINNATI, OHIO 


ASK YOUR JOBBER 
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room air conditioning units are now on a regular production line basis. 
is, left to right, John P. Rainbault, manager, and A. W. Wennerstrom, in charge 
of manufacturing and H. L. Andrews, vice president, as the latter officially 
opened the assembly line with the completion of the 400th unit. 


announce- | 
and | 


the Production Line 


At General Electric's Bloomfield, N. J., plant they are proud of the fact that 


Here 


Western 


NEWS FLASHES 


Reports from the Pacific Northwest | 
| indicate that packers of frozen foods | 


A rate reduction affecting all classes 
of electrical consumers was authorized 
by the Bureau of Power and Light of 
Los Angeles. It is announced that a 
further rate reduction is contemplated 
pending satisfactory application of the 
Boulder Canyon Adjustment Act, 
adopted by Congress last July and a 
companion charter amendment passed 
by Los Angeles last November. 


x * * 


Appliance salesmen for the Pacific 
Gas & Electric Company on electric 
ranges, electric water heaters and 
major air heaters now receive compen- 
sation in the same amount for a dealer 
sale of these appliances as for a sale 
placed directly through the power 
company. 


Underway in northern California is 
the spring electric range and water 
heater campaign, which is an industry 
event, actively participated in by all 
leading manufacturers and _ jobbers. 
Major feature is a reduction of $30 
on electric ranges selling for $129.50 
or more for this period, of which $10 
is borne by the Pacific Gas and Elec- 
tric company, the remainder by manu- 
facturers and jobbers. A $10 reduc- 
tion is made on current model water- 
heaters that sell for $59.50 or more. 
This is to be the largest promotion 
of this type over undertaken in this 
territory. A second range and watet 
heater drive is already scheduled [of 
August and September. 


* * 


. 
From Phoenix, Arizona comes wor 
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of refrigerator promotion similar 
to tiat undertaken under the sponsor- 
ship of the Central Arizona Light and 
Power Company last year. The cam- 
paign is based on a cooperative adver- 
tising plan which helps dealers in paying 
jor their advertising and also pro- 
vides for prospect lists for dealers 
made available through the power com- 
pany’s customer records. 


6 


Seattle City Light’s “all-electric rate” 
which offers a premium for the use of 
both range and water heater in the 
home has proved “the greatest stimu- 
jus to the range and water heating 
business that this or any other utility 
has ever experienced,” according to 
Pp. S. Spowart, sales manager of the 
department. During the last six 
months of 1940 more storage water 
heaters were placed on the City lines 
by 60 per cent, than during the entire 
previous year. The rate, which makes 
it possible to purchase the first 370 
kw.-hr. of electricity for $5 monthly, 
and all over that at 7.1 mills per 
kw.-hr. is applicable only to single 
residences where electricity is the only 
means of cooking, lighting and water 
heating. Storage tanks must be insu- 
lated and of 40-gal. minimum capacity, 
heated by two non-inductive, thermo- 
statically controlled elements with a 
minimum capacity of 50-watts per gal- 
lon of tank capacity for the lower ele- 
ment. The all-electric rate has proven 
a potent factor in furthering a double 
sale when the customer is in the 
market for either of the major appli- 
ances. In addition to the advantages 
f the lower rate, the installation cost 
sof course reduced also. 


* * * 


February was electric iron month 
with the Southern Colorado Power 
Company in Boulder, Colorado and the 
ampaign was carried over into March. 
In March also was started the three 
month range refrigerator and water 
eater promotion which is an annual 
uajor spring activity. There will be 
a special roaster campaign in April. 


* * 


The City of Tacoma has adopted a 
lealer cooperative policy on electric 
ranges and water heaters which in- 
volves advertising assistance and sup- 
port of the E.H.F.A. financing plan. 
List prices are quoted on all ranges. 
The department is planning to cooper- 
ate with local newspapers on at least 
me cooking school during the year. 


5,000th A. W. Certificate 


Mr. and Mrs. David Moore of Kensing- 
ton Pa. are shown receiving the 5,000th 
Adequate Wiring certificate to be issued 
in West Penn Power territory. William 
Hagmann, solicitor, and H. Chandler of 
the utility make the presentation. 


Here’s GREAT news for home appliance re- 
tailers! The G-E Disposall is now available in a 
new size that fits the standard 31/, in. sink drain 
used by all leading plumbing ware manufac- 
turers. Think what this means! The million new 
homes built during the past three years are 
prospects for the Disposall. Millions of older 
homes have sinks that the Disposall now fits. 


The G-E Disposall is a household appliance that 
meets a national need. It has worlds of sales 
appeal—is low-priced—and is a grand demon- 
strator. Better yet, it is non-seasonal, non-com- 
petitive—no trade-ins, no “deals”. 


A far-reaching national advertising campaign is 
now under way on the new G-E Disposall and 
G-E Electric Sink. There’ll be prospects aplenty 
right in your neighborhood. 


For complete information consult your G-E 
distributor right away! General Electric Co., 
Department §-134, Bridgeport, Connecticut. 


New Size Model Opens Vast New Market! 


Housewives GO FOR This Modern Way 
of Disposing of Garbage Electrically! 


The G-E Disposall ends messy accumulation of gar- 
bage by disposing of food waste right at the sink. 
Down the drain opening go peelings, pits, scraps, 
bones and all, into the Disposall, where they are 
reduced to a pulp and washed away like water! 
Thousands of satisfied users the country over. 


GENERAL @ ELECTRIC 
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I’S easier than ever before to keep your load curve going up! 
Additional thousands of homes each year switch to electric water 


heating. Don’t let sales and load lag behind on your system. Sell 
Thermogray type D heaters and enjoy double dividends! 
Thermogray gives you a big, trouble-free, highly efficient heater 
at low cost. Factory built—not just factory assembled—gquality 
in every detail insures peak value. 


This protects your investment 
as well as your customer’s. Dependable nightly off-peak operation 
One 


helps keep your regular load from growing top-heavy. 
peak heater for every two ranges assures maximum E.A.R. 


CUT SERVICE 
TIME AND EXPENSE 


In order to give you a heater that has the 
finest performance, Thermogray 
heaters are completely built at our factory. 
Tanks are formed, welded, tested and 
galvanized right in our plant. All tanks 
larger than 30 gallons have elliptical ends 
for added strength. The exclusive Thermo- 
gray heating element is also built at our 
factory. 


balanced 


You get completely satisfactory off- 
peak operation because these big heaters 
have ample capacity to store the heated 
water. The scientifically designed, heavily 
insulated tank keeps the water hot until 
use. Consequently, only one heating ele- 
ment, one thermostat and one set of con- 


trols are needed. This also keeps the 
price on these big heaters 
low. Double controls and a 


variety of controls for either 
on or off peak recovery can 
be furnished when required. 
Make 1941 your big water 
heater year. Write today for 
Free 
gray 


literature on Thermo- 


heaters. 
4bove—A Thermogray tank shell 


being crimped in a hydraulic 
press at the Thermogray factory. 


Right—Mica used in in- 


sulating the heating element is 
being tested for uniform thick- 
ness iM a Precision gauge at our 


THERMOGRAY CO. 


317 W. McKINLEY ST. JEFFERSON, IOWA 
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Under the new policy of turning all 
merchandising over to the dealers ex- 
cept in the Seattle competitive area, 
the Puget Sound Power and Light 
Company this year is confining its 
newspaper advertising on appliance 
promotion to Seattle, concentrating its 
efforts elsewhere on direct mail and 
consumer contacts. The company con- 
tinues to sponsor sales campaigns and 
programs, to conduct dealer sales 
training classes, to assist with floor and 
window displays and with advertising 
and to consult with dealers in regard 
to their merchandising problems. All- 
electric kitchens were featured during 
February and electric refrigerztion out- 
lined as a March activity. 

* * 


Sales department of the Utah Power 
and Light Company has been reorgan- 
ized under the company's non-mer- 
chandising policy to include ten sales 
promotion women and nine sales pro- 
motion men. These take the place 
of the discontinued home service and 
sales departments. J. F. McAlister is 
manager of residential sales and Miss 
Nancy Finch, assistant manager of 
residential sales. W. A. Huckins con- 
tinues as sales manager. 


Meier & Frank of Portland ran sone 
extensive end-of-the-month advertis- 
ing, part of it in two colors. One of 
several special offers was that oi a 
10-day free trial on Steem electric 
irons. Demonstrations were also con- 
ducted in the store on this appliance, 
during which customers were allowed 
the use of the equipment. 


* * 


Two hundred members of the Pa- 
cific Power and Light organization 
attended the January business develop- 
ment conference held in Portland at 
which the sales program for the year 
was outlined. The 1941 objective is 
14 per cent above that attained last 
year. 

* * * 


The Washington State committee on 
the relation of electricity to agriculture 
reported recently that since 1925 the 
number of farms in the state had in- 
creased from 75,000 to 90,000 and the 
percentage of electrified farms from 25 
per cent to 70 per cent. 


* * * 


St. James Cathedral was the fifth of 
Seattle’s churches to take advantage of 


"'Mind-Reading'’ Washer Stops ‘Em 


Center of attraction at the recent Supplee Biddle Electrical Show at the Broad- 
wood Hotel in Philadelphia was this Universal ‘mind-reading’ washing machine. 
Although it stole the show, inquisitive people are still wondering whether it was 


done with mirrors or mikes. 


“Mary Counselor” is the name used 
by the home consultant of Barker Bros., 
Los Angeles, who is ready to answer 
problems connected with the use of 
household appliances and other house- 
hold questions of customers. ‘Party 
Menus” was her topic recently in talk- 
ing over the radio on Barkers’ “Back- 
grounds for Living” program which is 
heard every Tuesday at 3:15 p.m. 

* 


San Diego’s spring fair is scheduled 
for April, to run from the 22nd to the 
27th. These events are always com- 
munity occasions, looked forward to as 


the youngsters look forward to the 
annual visit of the circus. 
* 


Gevurtz of Portland, Oregon, an- 
nounces the opening of a newly en- 
larged appliance department handling 
a complete line of G.E. appliances. 

* * 


“Terms as you want them” read 
Fuhnhausen’s advertising in Portland, 
Oregon paper. Instead of quoting a 
fixed term, he runs a schedule of the 
amount of unpaid balance. from $70 
to $150, and the sum the customer 
must pay per month to meet it. 


APRIL, 


the offer of an electric cooking school 
for which a 25c admission charge was 
made, the door receipts going to the 
church. The local paper, the City 
Light and the General Electric Com- 
pany combined in providing speakers 
and prizes. 


* * 


A $750,000 rate cut provided sub- 
ject matter for Washington Water 
Power Company advertising in Spo- 
kane newspapers, emphasizing its im- 
portance to the customer in permitting 
the greater home use of electrical 
appliances. Dealers ran tie-in ads with 
such slogans as “We are celebrating 
newly reduced electric rates” or “Elec- 
tric rates greatly reduced—now is the 
time to buy.” 


* * 


A newly enlarged appliance depart- 
ment is announced by Hennessy’s of 
Butte, Montana in an advertisement 
which features refrigerators, waslicrs. 
radio, and vacuum cleaners. 


* * 


Shiners of Butte. Montana, ra 4 
recent special “introductory sale” on 
fluorescent floor lamps. offering to 
allow a $2 trade-in value on old -'vle 


1941—ELECTRICAL MERCHANDISING 


ELE 


THEAMOGRAY 
ELECTRIC 
TER HEATER/— 
Your 
with 
Ott Peak 
t q 
| — 
| 
| 
T 


1 SOme 
vertis- 
Ine of 
= 
lectric 
liance, 
llowed 


of the nice things 
the accessories 


he Pa- ” 

ization el. 

evelop- th any mod 

and at 

ie year 

tive is 

last 

EA11A—Seth Thomas de luxe self- 

ttee on calculating Timer for automatic 

culture control of oven or cooker or appli- 

25 the ance outlet. Electric lamp, condi- 

had in- ment set, pilot light, time reminder. 

ind the 

rom 25 

fifth of 

tage of 

v EA21A—Automatic Time Control EA31A—This trim accessory in- EA41A—This inexpensive and use- 

for oven only. Signal indicates “On” cludes manual 1-hour time remind- ful accessory consists of electric top 
and “Off.” Has electric top lamp er, electric top lamp, and condi- lamp only. 
and condiment set. ment set. 

iF 

mean more profit 


on a smaller inventory ... 


These four outstanding accessories make it easy for you to meet 
the demands of every electric range prospect! .. . and on a space- 
saving inventory that betters your profit! 

Sell any one of these accessories—covering the whole range of 
requirements—on any Florence Electric Range. Each one gives 
you a “different” model to offer. 

Here’s a natural lead-in to profitable sales! In one or another 
model, you have the right answer, both in features and in price, 
to every prospect, and you're selling a name that has been famous 
for the best in cooking for more than 65 years! Mail the coupon 


“a for the full story today! 

DVERTISING 

~ Now you can use the liberal Florence 

ol 

Boag 50/50 Cooperative Advertising Plan 

ae for Florence Electric Ranges. 

ic Com- 

speakers 
E113C—De luxe model in full white porcelain finish, giving your cus- - 
tomers every feature for the finest modern electric cooking! 5-heat TK ; 

led _sub- surface units. De luxe deep well cooker with visible glass cover. Tuf-Flex 

Water glass sight window; oven light. Wilcolator automatic preheat thermostat. 

in Spo- 

its im- 


‘tisement 


washers Please send me free your catalog showing new line of Electric 


Ranges. | 


‘rmitting FLORENCE STOVE COMPANY Genera! Offices 

electrical and Plant: Gardner, Mass.; Western Offices and Plant: Kan- 

ads with kakee, Ill.; Sales Offices: 1458 Merchandise Mart, Chicago; 

lebrating 45 E. 17th St., New York; 53 Alabama St., S.W., Atlanta; 

id nae 301 N. Market St., Dallas; and 2730—16th St., San Francisco. | 

» depart 4) FLORENCE STOVE COMPANY 

essy's of Gardner, Massachusetts 


Company = 


Address 


«MASTER MODELS WITH INTERCHANGEABLE FEATURES 
viv | THAT PUSH SALES UP AND HOLD INVENTORY DOWN 
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MASS DISPLAY STOPS SHOPPERS 


) Put punch into roaster displays 
during the best buying season. 
Big displays attract prospects, 
multiply sales. Write us for 
large photo of mass display 
shown at right. 


THE “ELECTRIC RANGE” 
FOR LIGHT HOUSEKEEPERS 


1100-watt burners. Very fast. 
Interlocking switches prevent 
overloading. Broils, toasts, 
Insulated 
oven $7.00 extra. Appeals to 
summer cottagers, trailerites, 


fries. List $19.95. 


small families. 


SELL CONSUMER SATIS/ACTION 


LITV you | 


1941 Everhot roasters, with 
timer-clock cabinet, automatic 
cover-lifter and white bakelite, 
enthuse salespeople and pros- 
pects alike. Shown here: No. 
840 roaster on No. 845 cabinet. 


FOR EVERY HOME THIS 
NEW WHITE ROASTERETTE 


A low-cost, smaller roaster 
designed for service on the 
table as well as for cooking. 
Wins out as a premium. 
Dandy for special promo- 
tions. Beautiful new design 
for 1941. 


THE SWARTZBAUGH MFG. CO. 
TOLEDO, OHIO, U.S.A. 
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Manufacturers of 


MKB Contest Winners 


W. J. Bray of Jennings Furniture Co., 
and J. W. Bremmer of Northwestern 


Electric, both of Portland, Ore., receive 
their checks as winners in the Modern 
Kitchen Bureau water heater display con- 
test from A. C. McMicken, general sales 
manager, Portland General Electric. 


bridge and floor lamps, or $4 for indi- 
rect lamps with glass reflectors. Ac- 
companying the sale was a special win- 
dow display featuring the new lamps. 


* * 


The Silver State Appliance Com- 
pany of Reno, Nevada, recently started 
its “anniversary month” by providing 
flowers for the ladies and baloons for 
the kiddies, with a $30 allowance as an 
“anniversary gift” on the price of a 
$169.50 model Kelvinator range. The 
event celebrates conclusion of the 
firm’s first year in business. 


* * 


The Paris Company of Salt Lake 
City recently ran an ad including a 
coupon which was worth $10 when 
presented on the purchase of a 1940 


model Kelvinator refrigerator. The 
company announced a carload pur- | 
chase to be sold (with the coupon | 


allowance) at $99.75 and $124.95 res- 
pectively. 


* * 


During Better Foods Better Homes 
Week in Phoenix, Arizona local deal- 
ers went to town with refrigerator ad- 
vertising, tying-in with lead ads pro- 
vided by the Central Arizona Light 
and Power Company. Accompanying 
the cooking school, which was con- 
ducted by Dorothy Ayers Loudon 
under the sponsorship of a local news- 
paper, a show was held at which elec- 
trical and other home appliances were 
displayed. Refrigerators and _ cold 
cookery were especially featured at 
the school. 


* * * 


“If you are using ice,” starts the 


ad of the Dorris-Heyman Company on | 


the 1941 Frigidaire, followed by “Ee 
you own an old refrigerator.” In 
either case the company presents a 4- 
point program by which it is possible 
to save either the whole cost of the 
new equipment or a major portion 
of it. 
Chas. 


S. Snyder has been appointed 
business 


agent for the Los Angeles 


APRIL, 


Bureau of Power and Light, directi 
sales promotion activities. e is 3 
electrical engineer, a graduate of th 
University of California and has beg 
with the Bureau for eighteen years, 


* 


An appliance service school held dy 
ing February in Denver brought 
gether the members of the applian 
service department of the Public Sen 
ice Company of Colorado who & 
cussed problems connected with th 
servicing of refrigerators, fluoresceg 
lighting, electric ranges and water hea 
ers, laundry equipment and 
appliances. 


* * * 


Selling 39 ironing machines durin 
the electric ironer campaign of 
Public Service Company of Colorag 
won an electric ironer and a cash prig 
for Mrs. Bess McCallion ct Denver, 


* * * 
Eight electric dealers of Fresn 
California, were listed in the broa 


side on electric ranges recently f 
tured in local advertising, tying 
with a range a‘id water heater pron 
tional ad of the Pacific Gas and Ele 
tric Company. 


* * * 


Recent advertising of G.E. rang 
and refrigerators in Log Angel 
papers lists 113 southern Califor: 
dealers at whose stores the equipme 
may be purchased. 


* * * 


A full-page advertisement served | 
inform Phoenix, Arizona, custom: 
that Dorris-Heyman of that commu 
ity were offering Frigidaire 1941 mod 
refrigerators at $109.95. This cor 
pany has also been advertising Fav 
less washers, with a Rinso soap of 
attached. 


* * * 


A spring showing of electric rang 
and water heaters in dealer stor 
inaugurated the Salt Lake curr 
campaign in these appliances. T 
special offer this year is a $20 alum 
num set as trade-in allowance on pw 
chase of a new electric range. 1 
trade-in feature was determined wy 
at the request of the dealers ther 
selves who decided that this appe 
was the surest way to interest pr 
pective customers. The names 
forty-seven dealers are listed as amo! 
those participating in the event. 


* * * 


Nearly sixty percent of the fi 
lamps sold to dealers during San Frat 
cisco Market Week were of | 
fluorescent type. That rug manuia 
turers are not pleased with the tr 
toward fluorescent lighting in 
stores selling rugs, however, is illu 
trated by the display of one rug ma‘ 
facturer who set up a special light 
box with three compartments perm 
ting tht illumination of the rug 
display with daylight fluorescent, 
candescent and with a 3,500 dq 
Kelvin white fluorescent tube. 1 
point made was that customers exp¢ 
ing to use the rug under incandesce 
lighting in their homes would find t 
different store lighting deceptive. 


* * * 
“Out of the Coffee Pot into t 
Spitfire’ was the headline used 


the B. C. Electric Railway Compa 
to induce customers to part with 
aluminum coffee pots and_ cook 
utensils which were given 
values as trade-ins on purchase 0 
new silex coffee maker. The alu! 
num as received was turned 
the Canadian Red Cross Salvaze 4 
partment, finding its way evertua 
into active service in the war pr 
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cla 
ents perm ET all the home laundry sales that are coming your way . 
Drescent, in ’41—be sure of getting them by displaying the big 
new Hotpoint line. There are more beautiful, streamlined 
mers expt new washers in the popular wringer-equipped models than a 
ore} d ever before—more exciting sales features. A complete line Le 
ceptive. that will sell for you as never before! We provide you with ~ 

a wealth of colorful, dramatic and sales-getting window % 
displays, direct mail, newspaper ads and consumer litera- 


into t 


ne used ae ture. By helping you get there first with the most, Hotpoint ai 
- <i stands ready to help you make this year a record-breaker 
a it 
ind cookifii in Home Laundry Equipment sales! May we send you com- 
wine : plete information? Edison General Electric Appliance Co., ~~ 
The alu Inc., 5620 West Taylor Street, Chicago, Illinois. 
ned covet 
Salvage 4 
y eve \tua 
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A COFFEE MARER 


FROM THE 


of 


Automatic features and 


other improvements 


achieved with Nickel, Monel 
and other Nickel Alloys 


IL: PAYS, as you know, to 
sell appliances that work 
right and stand up in serv- 
ice. But how are you going 
to recognize such units? 
One mark of quality is the 
use of Nickel and _ high- 
nickel alloys. 

A good example of what 
these metals contribute to 
the operation and life of 
appliances is the G-E Auto- 
matic Coffee Maker. 

This new unit employs 
Nickel and four different 
Nickel alloys . .. Monel,* 


Alnico, Nichrome and Invar. Rust proof 
Nickel and Monel are used for parts in 


contact with the coffee . 


conductivity. 


.. Alnico for the 
magnet... Nichrome for heating elements 
.. . Invar for struts because of low heat 


What Makes this 
G-E Coffee Maker 


make Coffee? 


Clipped to the glass tube is a 
Monel plunger (shown at right 
of small photo). The lower disc 
on the plunger, made of Nickel, 
is held down inside the glass bowl by an Alnico magnet in base under 
and outside the glass. When heated water falls below glass tube and 
rushes up it at maximum speed, it lifts the plunger, thereby cutting 
off current. Nickel has exactly the degree of magnetism needed for 
the disc . . . just enough to hold it down until the force of rushing 
water reaches its peak. (Note filter, left in small photo. Spring clamp 
is also Monel.) 


ity construction and long, trouble-free 
service are built in with Nickel and high- 
nickel alloys. Such appliances bring satis- 
faction to customers, profits for you. Write 
for information on Nickel-alloy equipped 
appliances. 


Monel and Nickel are tough, strong, 


rustless and resistant to heat and corrosion. 
They accordingly stand up in service and 
do notcontaminate coffee or affect its flavor. 


In scores of electrical appliances, qual- 


NICKEL-MONEL 


*“Monel” is a registered trade-mark of The 
International Nickel Company, Inc., which is 
applied to a nickel alloy containing approxi- 
mately two-thirds nickel and one-third copper. 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York, N. Y. 
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Spokane, Washington, on M rch j 
defeated a municipal power prop 
by a vote of two to one. A cou 
wide public utility district to inely 
Spokane was also defeated last \ 
vember. 


That wiring requirements for fy 
rescent installations should con‘orn 
those necessary if later incandesc 
lighting should be installed was 4 
topic of discussion at the Jann 
meeting of the southern Califor; 
chapter, IAEI held at San Bernard; 
It was also recommended that fy 
rescent fixtures be examined to asce 
tain that they are manufactured 
accordance with recognized standard 
Other aspects of the fluorescent lig 
ing problem were also discussed. 


& 


A survey which revealed that : 
average operating overhead cost 
San Francisco electrical contract 
was 35.98 percent on total job « 
was sponsored by the San Francis 
Electrical Contractors’ Associat 
This will be used as a basis for det 
mining a minimum overhead by wh 
to assist the district attorney's off 
in the enforcement of the Californ 
Unfair Practices Act, which prohit 
selling below cost. A minimum of 
percent on prime cost is to be us 
as the lowest overhead. Bids indica 


ing less than this minimum will } SI 
subject to investigation. The o; me 
ation of this act under a similar set It’s a 
is said to have been successful in 4 

grocery business. sales 


2 ¢ 


A three-day electric range dem 
stration was staged in the store 
sarkers Furniture Company of Fresq 
California, early in March. This fir 
has been featuring Hotpoint rang 
on the “Save $3” basis. Installati 
are advertised as “$20 in unwir 
homes.” 


* * * 


“The Electric Industry’s Contrib 
tions to Progress” is to be the the 
of the Pacific Coast Electrical Ass 
ciation convention held at the Hot 
Coronado May 21-23. An attenda 
of about 500 is expected. Free trips 
the convention will be awarded tot 
five winners of an essay contest 
adequate wiring, which has been des 
nated the “Richard E. Smith Memor 
Award,” in honor of the late D 
Smith of the Southern California I 
son Company, who took a deep 
terest in the establishment ot 
contest. The convention is to 
followed, as last year, by a series 
“little conventions,” which will be h 
during October in_ fifteen tow 
throughout California. The progra 
identical at each of these meeting 
will consist of talks on problems 
current interest to the industry 
lighting demonstration and a_ pa! 
discussion at which experts 
answer questions previously submit! 
by members of the audience. 


* * * 


Interesting is the provocative P 
gram of the gas industry in southe! 
California, which has been putting 
a series of competitive demonstrat 
of gas and electric ranges, so stag 
that the fuel type range always © 
Home economics teachers of 
schools and colleges were invited 
witness the event. Apparently the‘ 
ample is now being followed by 8 
range manufacturers who are :nvitil 
dealers and their sales people to 
ness the programs. The oper ng! 
reprisals has not yet been followed 
the electrical industry and sone ht 
has been expressed that a coo; eral 
agreement may be _ reached 
open warfare. 
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um will | pawns AS ABC! Just take a G-E MAZDA lamp advertise- 


HOW DO WE KNOW? Actual tests in several kinds of stores 


The 0; ment and display it in your store alongside your stock of bulbs. show “Post ad”’ displays caused an average increase of 36% over 
— oe It's a known fact that advertising displayed at the point of sale, boosts preceding week’s G-E MAZDA lamp sales. The ad in the magazine 
Bales for you... tells them to buy. The ad displayed reminds them to buy from you! 

age = AT LEFT IS THE LATEST G-E “bulbsnatcher” ad. 
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G-E MAZDA LAMPS 
GENERAL @ ELECTRIC 
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from the March 29th issue of the Post and let it bring 
you extra sales and profits. 


HERE’S ALL YOU DO... 


@ Get a copy of the March 29th Post, turn to 
page 7 and clip the “bulbsnatcher” ad. Display 
it over your bulb rack. 


@ Let your customers know about the low cost 
of G-E MAZDA lamps by displaying prices prom- 
inently. ‘“10c-13c-15c”’ is still big news! 


NATIONALLY ADVERTISED 
MEANS “EASIER TO SELL’’ 


/ 
20 leading magazines are 
carrying more than 370, 4 
000,000 G-E MAZDA lamp 
advertising messages in 
1941. Get your share of ( 
this business by displayin \ BA 
regularly. 


G-E MAZDA LAMPS 
GENERAL @ ELECTRIC 
Made to stay brighter longer 
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“YOU'VE BROUGHT uP AN IMPOR- 
TANT POINT. THEY MAY LOOK 


IN THIS WASHER HAS SEVERAL 
UNUSUAL ADVANTAGES. THINK 
OF THESE FACTs: 


“The Sunlight motor is a washing machine motor—not just 

a ‘jack-of-all-trades’ motor adapted to washer use. It is ~~ 
built by a manufacturer with more than 24 years of ex- -—-- 
perience in manufacturing electric motors for leading ices 
washers—a manufacturer backed by the resources of 
General Motors. ” 


“This background has resulted in many advanced Sunlight 
features that bring you safety, dependability and long life. 
Think of this: You never oil your Sunlight motor. It oils 
itself for the life of the washer. You’re protected against 
the nerve-racking hum common to many motors, because 
the moving parts are dynamically balanced and the shaft 
has a device that takes up end-play. You’re safeguarded 
against that frightening experience of having a motor that 
sputters, sparks and smokes, by a positive starter-switch in- 
side the motor, impregnated windings and a built-in, two- 
fan cooling system. And the Sunlight motor protects itself 
against stalling and burn-outs by supplying triple its full 
rated power whenever needed. 


“No, the Sunlight motor is not just about the same as all 
other motors.” 


Sunlight Electrical Division, General Motors Corporation, 


Warren, Ohio. 
DEPENDABLE WASHING MACHINE MOTORS FOR TWENTY-FOUR YEARS 


SUNLIGH 


>RODUCT OF GEN | AQTORS . 
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ALIKE, BUT THE SUNLIGHT MOTOR | 


DISTRIBUTORS 
APPOINTED 


WARREN TELECHRON 


The Warren Telechron Company, 
order to make its coverage of the ¢ 
trical appliance field more efficient 
to render better service to electrical ¢ 
ers handling its line, announces the 
pointment of the following  electr 
wholesalers as authorized distributors 
Telechron electric clocks: 

Electric Fixture & Supply Com; 
1210 Harney Street, Omaha, Nebrasi 
Iowa Electric Supply Co., 820 Ist Ave, 
South, Fort Dodge, Iowa; Cook Elec: 
Supply Co., 106-110 North Lee Str 
Oklahoma City, Oklahoma. 


AUBURN CENTRAL MFG. CO. 


The Kessler Sales Co., Inc., annow 
that they have just taken on the line 
all metal sinks and cabinets manufactu 
by the Auburn Central Mfg. Corp. 
Connorsville, Indiana. 

The line will be on display in th 
showroom at 206 Lexington Ave., N 
York City. 


PREMIER 


The Premier Division of the Elect 
Vacuum Cleaner Co., Inc., announces { 
appointment of the Caygill Compa 
San Francisco and Los Angeles, Cal 
distributors of Premier vacuum cleane 

H. E. Caygill, Southern California m 
ager of the Caygill Company, has been 
the vacuum cleaner business for the { 
21 years of which the past ten ye 
have been spent in California. Mrs. C 
Caygill, Northern California manager 
the company, has been associated witht 
Caygill Company for the past five yea 

Both Mr. and Mrs. Caygill are w 
known to western appliance dealers 4 
need no introduction. The Premier C 
pany will continue operations throu 
their San Francisco and Los Ange 
offices as heretofore. 

The E. M. O'Donnell Co., Syracu 
N. Y., has been appointed as a distribut 
of Premier vacuum cleaners, as 4 
nounced recently by the Premier Divisi 
of the Electric Vacuum Cleaner Co., | 

Premier Division of the Electric V4 
uum Cleaner Co., Inc., also announ 
the appointment of Electric Produ 
Corporation, Pittsburgh, Pa., as distr 
utors of Premier Vacuum Cleaners. 


STEWART-WARNER 


Appointments of four new distribut 
ships for Stewart-Warner radios # 
household electric refrigerators 4 
ranges were announced recently by J. | 
Elliff,, assistant sales manager 
Stewart-Warner Corporation. 

The new distributorships include: 

Keith Simmons Co., Inc. Cummin 
Station, Nashville, Tenn. (Refrige 
ators); Appliance Sales Co., Inc. 2 
Monroe Street, Memphis, Te" 
(ranges); Arizona Appliance Mart, ° 

. Congress Street, Tucson, 
(ranges); Alemite Co., 315 
Blvd., El Paso, Texas (refrigerators 4 
ranges). 


GENERAL ELECTRIC 


The John B. Varick Co., Manchestt 
N. H., and the M. B. Barkan Co, ‘ 
Milwaukee, Wisconsin, have been 4 
pointed distributors for General lect" 
heating devices. The latter will #4 
continue as a distributor for G- @ 
tric clocks. 
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include: 


Three h. p. cooling unit for stores, offices and res- 
tavrants. Exclusive radial compressor is hermeti- 
cson, AvGil cally sealed with motor in bath of oil. Five h. p. 
15 Yanc4il model, same design, for larger spaces. Warranted 
zerators “i by Chrysler Corporation. Startlingly low prices! 
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ral Elect 
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NDI SIN 


CHRYSLER 


AIRTEMP DIVISION OF CHRYSLER 


Average 40% Reduction—in retail 
prices. To introduce packaged cooling to 
appliance dealers, Airtemp offers —for 
immediate action only —the greatest 
sales-stimulating retail price reductions 
ever made on new, top-quality mer- 
chandise. With full dealer discounts! 


Market is Ripe—for summer air condi- 
tioning. Every business in town is a pros- 
pect. This is the opportunity of a life- 
time to “get set” in the most rapidly 
growing appliance market! 


Line Complete—from 13 to 5 h. p.—cov- 
ers every home and business need. 


Chrysler Engineering—World-famous 
for leadership in automotive and air- 
conditioning fields, is responsible for 
Airtemp cooling units’ efficiency, low 
cost and long life. First in the field— 
thousands of satisfied customers. 


Cooling Pays For Itself—at Airtemp’s 
new low prices. Increased business and 
profits first summer will cover cost. 


Act Now-—This offer positively can not 
last—will be withdrawn without notice. 
Send coupon at once for our new, profit- 
making proposition for direct dealers. 


CORPORATION DAYTON, OHIO 


Was 136° — now $89° 


Airtemp Room Cooler—Model WC-40—1/3 h. p. for window 
installations in small rooms; doctors’ and dentists’ offices, etc. 


was — now 13750" 
Was — Now $2577 


Deluxe floor models—‘2 and % h. p.—Models FC-60 and 
90 for larger rooms. *Suggested “Leader” Prices. 


AIRTEMP DIVISION, CHRYSLER CORPORATION 
Department E, Dayton, Ohio 


Gentlemen: I am interested in your special offer on 
cooling units. Give me the details. 


Name. 


Address 


City State. 
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"Roast-of-the-Month Club" Streamer 


HEADQUARTERS 


Come tn and See Mow You con wine New 
Deluxe G-£ Range and a G-£ All Electric Kitchen 


GET YOUR ENTRY BLANKS HERE! 


E. J. McFadden, advertising supervisor and E. C. Dvorak, sales manager of the 
electric range division of G-E's appliance department, hold one of the streamers 
to be used in the current range promotion. 


“ROAST OF THE 
MONTH" CLUB NEW 
G-E SPRING RANGE 

PROMOTION 


BRIDGEPORT, CONN, 
arts, the science of electric 
enerous selection of 
ludes free ranges and a 
tric kitchen have 


-The graphic 
cookery, and 
which in- 
complete elec- 
combined to produce 
he General Electric “Roast of the Month” 
Club, a national advertising and mer- 
handising program on a grand scale that 
has just been launched by the appliance 
and merchandise department of the Gen- 
eral Electric Company, Bridgeport, Conn. 
Full information has already been placed 
in the hands of distributors and dealers 
and the opening gun fired in the form of 

March issues of 


prizes 


full-page advertising in 
national magazines 

} designed to build 
active prospect list 
Poteat, G-E range 
manager declares, “and despite the gilt- 
edged production we have given it, it 
rests its case on the tried and tested 
merchandising ideas that have proved 
successful—national consumer advertis- 
ing, valuable free awards, local adver- 
tising and promotions, display materials, 
and store demonstr:z tions.” 

Ten 1941 “Stratoliner” G-E 
ranges are to be given away, one each 
month beginning in March, and a grand 
prize ot a complete electric kitchen will 
be awarded. The consumer contest will be 
decided on the basis of the best recipes 
oven- cooked meat dishes, 
the judges to be the chefs of nationally- 
known hotels. Any one not an employee 
of General Electric and its advertising 
agency may submit a recipe, or as 
many as desired. All .entries must be 
made on official blanks obtainable from 
dealers. The grand prize award of an 
all-electric kite! en, made to one of the 
ten range winners, will include a G-E 
ref sink with dishwasher 

and steel kitchen cabinets. 
making an entry 
automatically a gees of the 


store traffic and an 


tor dealers.” J R 


submitted for 


rigerator, electri 
and waste unit, 
Every one becomes 


“Roast 


%f the Month” Club, receiving an appro 
priate certificate, a full color food pix 
ture tor framing, and a monthly recipe 

folder 


The entire promotion, with full instruc- 
tions and samples of all advertising 
and promotional has been included 
in ah elaborately book for dis 
tribution to wholesale and retail range 
outlets participating From cover to 
over, the program book offers the fol 
lowing aids and tools 


pieces, 


nted 


An official entry blank sample, de 
fining “oven-cooked meat dishes,” giving 
sample recipes, and containing all con- 
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Preprint of the first full-page national 
magazine advertising. 

Copies of the consumer 
certificate and full-color 
a roast of beet. 

Illustrated description of the prizes. 

Copy of the membership insignia in 
color, worked out in the form of a coat- 
of-arms, the heraldry consisting of foods 
and utensils. These are for dealer win- 
dow identification. 

\ pocketfull of promotional items, in- 
cluding a full-color window streamer 
containing another good enough 
to eat; broadsides of prizes; newspaper 
advertising mats which can be used as 
part of the G-E local cooperative adver- 
tising program; publicity material; one- 
minute spot radio announcements; and 
such store handouts as measuring glasses 
and shopping lists. 

Since experience has shown that store 
demonstrations are one of the best ways 
to sell electric cookery, another pocket 
in the book contains full instructions for 
setting up the room, inviting, souvenirs, 
door prizes, followups, recipes, and a 
series of %)-second demonstrations of 
features. 

A meat market feature of the program 
is one of the most interesting develop- 
ments. \ special colored display has 
been provided for mounting in local meat 
markets, together with a quantity of 
handout booklets, on the subject of 


membership 
re] production of 


roast 


“Meat, Vitamins, and Man,” prepared 
by the American Meat Institute of 
Chicago. 

One section of the book is devoted 


to the Modern Kitchen Bureau's industry- 
wide promotion of electric cookery, and 
advice given on how to utilize this pro- 


gram in harmony with that of General 
Electric. The book closes with a con- 
solidated national magazine advertising 


schedule, combining the General Electric 
and Modern Kitchen Bureau schedules 
in chart form, so that a dealer can see 
at a glance just what support he is 
receiving in any month from national 
magazines. The G-E part of the sched- 
ule includes copy in March, April, June, 
August, and October in McCalls and 
Good Housekeeping; in March, May, 
July, September and November in Better 
Homes and Gardens; and in March, 
May, and September in Country Gentle- 
man 


Eureka Account to Geyer, Cornell & Newell 
DETROIT 


pointment of 
Inc., New 
vertising 
for the 
pany, of 


H. W. 


Announcement of the ap- 
Geyer, Cornell & Newell, 
York and Detroit national ad- 
agency, as advertising agents 
Eureka Vacuum Cleaner Com- 
Detroit, was made recently by 
3urritt, president of Eureka. 


Kitchen Best Equipped Room 
In American Homes Survey Find; 


"How America Lives’ Has 
Ladies Home Journal 
Findings 


NEW YORK CITY—tThe kitchen and 
not the living room is the best equipped, 
best planned, and most used room in the 
American home. 

That is one of the findings of a group 
of Ladies’ Home Journal specialists, who 
have travelled to every part of the nation 
during the past year, studying how 
America lives in the homes of typical 
\mericans of every income bracket. 

Their full report on such matters as 
how Americans make their money and 
how they spend it; what they eat and 
how they came to fall in love in the first 
place is revealed in “How America 
Lives,” published by Henry Holt. 

The families range trom that of 
Thomas Wilson, millionaire head of the 
Wilson Packing Company of Chicago, to 
the family of Henry Bracey, negro 
Mississipp! sharecropper, whose cash in- 
come last year totaled $26. 


Income 


The 1940 U. S. census says $22 a week 
is the salary of the average man in 
America. A man with a family of two 
children needed to earn at least $35 to 
$40 a week before he could own his own 
home, carry insurance, and give his chil- 
dren welcome advantages. He could 
only do this if there were no sickness and 
he had saved up an initial lump sum for 
the down payment on his house. 

Dream of all American families is to 
own a home. Chief hurdle is saving up 
down payment. The least amount of 
money that sustained life, editors found, 
was the 3¢ a day per person the colored 
share-croppers in Mississippi lived on by 
eating flour and molasses in winter. 


Credit 


The typical American family’s credit is 
good. Majority of families “pay as they 
go.” Installment buying records show 
984% fulfill their payments. (Figures 
from U. S. Department of Commerce Re- 
tail Credit Survey.) Foreclosures in 
F.H.A. mortgages over five years have 
amounted to less than half of one percent 


—45 (F.H.A. report for 1931.) In most | 
American homes the “Mrs.” holds the | 
purse strings. | 

Housing 


Low points in American living are 
American houses (expensive and inex- 
pensive). Less than 40% of the houses in 
America are in good condition. 80% 
were built without architects. Less than 
50% have bath tubs. Functionally they 
are inadequate. Aesthetically they are 
unfortunate. Number one fault is the 
lack of closet space. F. H. A. regula- 
tions are improving this condition by 
higher standards of design and building. 
Last year as much money in America 
was spent for ice cream and soft drinks 
as was spent for building new houses. 


Housekeeping 


High points in American living are 
American kitchens,—best equipped and 
most modern room in the house; living 
room is shabbiest, dining room barest and 
least used. 

95% of women in America employ 
no household help. Average American 
house-wife’s week (in home with grow- 
ing children) runs 50 to 60 hours. 
Grandmother worked 100. Today’s house- 
wife doesn’t go in for annual housekeep- 
ing orgies. Weekly housecleaning with 
occasional clearing out of closets, attic | 
and basement, does the trick. 

American boys and girls still help with 


APRIL, 


the chores, even if they live in city a 
ments. 


Eating 


Largest single item of American 
lies’ yearly spending is food—$14 bil 
$10 a week feeds a family of fou 
quately, out without many frills. Touc 
suoject among American 
is the food budget, 
comes more defensive and passionate t 
about a national presidential electior 


part. 


iar 
lions 
ar 


hy 
ni 


hous« Wives 
about which she te. 


tidal wave of indignant letters broke 


the Lapres’ Home 


publication of Mrs. Aulden G 


JOURNAL with 
riffin’s 


(Cedar Rapids, lowa) food budget oj 9 


a week for four people. 
the U. S. Government relief standar 
cities. 

American housewives have been 
acutely vitamin conscious. 


This was under 


d for 


Ma 


Producti 


and shipment of oranges jumped from 


million boxes in 1900 to 55. millic 
1935. 

The big Sunday dinner is 
More and more families go on auton 
outings instead. Saturday night d 
has replaced Sunday 
dinner of the week. 

Gingerbread and baked beans are 
America’s number 1 choice; beef, 
1 meat, apple pie and chocolate 


number 1 desserts. 


New Syracuse Club Elects 
The 


noon as the 


mn 


passir 


10! ye 
Inne 
b 


number 


cak 


Electrical Manufacturer’s Rep: 


sentative Club of Syracuse, a new orgat 


zation consisting of 30 
promote good will and constructive el 
cal sales meetings, 
ing at Hotel Syracuse recently fo 
purpose of electing officers to 
affairs during 1941. 

Arthur H. Poole of the Jefferson 
tric Company was elected 
Stanton J. Litz of Bryant Electric 
pany was named Vice-President, 


Presi 


members 


ectr 


held their first mee: 


gui 
ident 
Com 
a! 


J. Floyd Green of Westinghouse Lan 
Division, Secretary and Treasurer. 


Helping to glamorize the new 1941 
vinator models is glamorous Carol Br 
Broadway stage and screen star. 
new type refrigerator has 
based on the idea of glamorizing 
family food supply, and such new i: 
vations as all-glass shelves and a g 
enclosed Cold Mist Freshener coms 
ment help give added sparkle to 
household larder. 
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at N° WOMEN don’t pass up bargains... and Gibson gives the women exclusive seven-years-field-tested Freez’r Shelf . . . they want more 
the biggest “bargain” in the industry—because Gibson is, by com- moist cold space and more usable storage space —and they 
parison, @ 1942 Refrigerator that they can buy in 1941... want something new, like the exclusive new Chill-Drawer. 
women want more frozen storage space—Gibson provides famous Only Gibson Gives Women ALL These Extras 
And alert dealers aren’t passing up the Gibson “bargain package,” 
either... Gibson gives modern housewives what they want, hence more 
N satisfied users and more new customers . . . Gibson really solves the 
step-up problem . . . Gibson’s short line offers minimum investment, 
hence greater profit. . . Gibson takes you out of competition with 
ordinary makes . . . Gibson’s advertised 6.45 cu. ft. special brings 
Famous Super Freez'r Shelf Compartment. them in at $94.95 . . . contact your nearby Gibson distributor now! 
f 
Biggest value, strongest o i 
features! Big 16 x 16 x 20 : | 
two-element oven... — 
well 6-quart cooker 
steams, bakes, deep-fat 
fries. Easy step-up line | 
starting at eee 
ELECTRIC REFRIGERATOR CORPORATION e GREENVILLE, MICHIGAN $99% 
Export Office: 201 N. Wells St., Chicago, U.S.A. @ Cable Address: Cibselco, Bentley Code j | 
Mahers of Freeg's Shelf Refrigerators and Koohall Electric Ranges — 
SEND YOUR INQUIRY TO GIBSON—IT WILL PROMPTLY BE FORWARDED TO YOUR GIBSON DISTRIBUTOR 
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THE MOTORS WITH THE TRADE-MARK MILLIONS KNOW 


\ 
POWER on a “CUSHION” 


for LONG-LIFE, 
QUIET DRIVES 


Resilient mountings that smother 
possible motor vibration on 
electrical appliances mean easier 
sales . . . happier customers. 
Here, as in all other vital points, 
is reflected Westinghouse ex- 
perience in supplying motor 
drives for millions of electrical 
appliances. 

Westinghouse motors, what- 
ever their type or style of mount- 
ing, help to sell the appliances 
they drive, and keep them sold. 
Why not gear their added selling 
power to your own selling? 
Specify Westinghouse motors 
on the appliances you buy— 
furnish Westinghouse motors 
for the appliances you sell. West- 
inghouse Electric & Mfg. Co., 
East Pittsburgh, Pa. Dept. 7-N. 


94% KNOW 
WESTINGHOUSE 


A nationwide survey of repre- 
sentative groups of people , 
in 14 cities disclosed that 
94% know and recognizethe 
name “Westinghouse,” 
and identify it with quality 
electrical equipment. 
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STEEL RING D> 
RUBBER > 
STEEL RING 


A “cushion” of live rubber in 
Westinghouse _resilient-mounted 
motors prevents motor sounds 
and vibration from being trans- 
mitted to appliances. Special de- 
sign bonds rubber permanently 
into mounting rings giving life- 
long quiet drives. 

03075 


WHEE... THIS AIN'T LIKE TOBACCO 
ROAD .... lroning's fun when you have 
an electric ironer thinks Pearl (Eugenia 
Wilson) of the Tobacco Road cast. 


a 


Jeeter Lester and His ‘Tobacco 
Road" Bunch Visit Universal 


a 


THAT'S A HAWG OF ANOTHER COLOR ... and a good one on John Barton 
of “Jeeter Lester" fame. He never saw cooking like that along Tobacco Road 
agrees Ada (Sara Perry) as Virginia Bennett the Universal home economics 
staff displays a delicious oven meal. 


THE HUNGRY LESTERS.. 
himself (John Barton); Cap'n Tim (William Robertson) with a two day apple 
supply; Dude (Walt Draper) balancing a turnip; Ada (Sara Perry); Pearl (Eu- 
genia Wilson); Ellie May (Sheila Brent); Lov Bensey (William Dorme) also totin’ 


- AH, FOOD! . . . Standing: left to right: Jeeter 


a turnip; George Payne (Walter Ayers) with cabbage . . . and Seated: left *o 
right: Sister Bessie (Florence Dunlap) and Grandma (Lillian Ardell) both with 
real cawn pones, and Henry Peabody (Dick Lee). Pickin’s are better in the 
Universal Kitchen than along Tobacco Road. 
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( “Boost Summer Profits with 


Mountainaze 


The Air Conditioner for average size rooms” 


@ The 6100 B.T.U. LAKE LOUISE Model C-50 
unit provides amazing performance! DeLuxe 
streamlined, wood-grained steel cabinet har- 
monizes with decorative schemes of fine homes 
and offices. Both models provide true air con- 
ditioning economically . . . filter, de-humidify, 
cool and circulate the air. This year air con- 
ditioning sales will be greater than ever. Will 
you get your share? GALE can tell you how 
YOU can boost profits with these easy to sell 
units — write for facts. 


rton 
load 
mics 


@ Thoroughly proved by four years of successful 
selling, Gale Portable Air Conditioning Units 
are a welcome source of extra sales and profit to 
dealers everywhere. Now you can get into the 
profitable air conditioning market without an 
expensive engineering and installation staff. 
GALE units fit snugly on window sills, plug into 
light sockets. No plumbing or special wiring. 
This 4700 B.T.U. LAKE PLACID Model G5STR 
retails at a surprisingly moderate price, air con- 
ditions bedrooms and small offices. 


The Lake Placid 


@ DOUBLE — TRIPLE— AND MORE! Gale Refrigerators are 
smashing all sales records — still on the way UP! YOU can make 
more money on electric refrigerators by giving prospects more, the 
Gale way. But — get the facts and order now. Cash in on the extras! 


GALE Products 
1615 Monmouth Blvd. 
Galesburg, Illinois 


Gentlemen: 
A R 0 D U C T $ I want to know how Gale Portable Air 


+: Jeeter 


ay apple Conditioning Units can boost my profits. ) 
earl (Eu- GALESBURG, ILLINOIS Send full information. 

Iso totin’ 

left REFRIGERATION DIVISION: Outboard, Marine & Manufacturing Company 

roth with ADDRESS 

er in the STATE 


Include facts on Gale electric refrigerators [] 
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“AIR EXPRESS 
IT’S LIKE 
HAVING YOUR 

OWN AIRPORT!... 


... says L. E. Moffatt, Editor of Electrical Merchandising 


Right you are! Air Express Service is not only super-swift for any 
shipment you have to receive or send...it’s also super-convenient! Our 
special pick-up and special delivery service...all at no extra charge 
within our regular vehicle limits in all cities and principal towns... 
is a plus-feature that seems to bring the airport right to your desk or 
place of business! 


This combination of speed and convenience, backed up by utmost re- 
liability, is why so many key men in the electrical industry. ..dealers, 
specialty appliance distributors, executives... have made Air Express 
a“ shipping habit”, to and from foreign as well a3 U.S. points... Latin 
America, Alaska, Hawaii, Australasia and the Far East. Air-rail con- 
nections quickly reach off-airline points all over the nation. Just phone 
Raitway Express, Arn Express Division. 


EXPRESS 


"Fastest Way" Means Air Express 
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NEW LITERATURE AND SALES HELPS 
FROM THE MANUFACTURER 


ILG ELECTRIC VENTILATING COMPANY 


A new broadside, conceived and exe- 
cuted in Time Magazine style, announces 
the launching of a new year-round 
ventilation campaign on the part of the 
lig Electric Ventilating Co., 2850 No. 
Crawford Ave., Chicago, III. 


lig Electric Ventilating tell their story in 
"Time" magazine style in a new broad- 
side recently released to the trade. 


Destined for mailing to 30,000 dealers, 
the broadside tells the story of the 1941 
campaign which will consist of nearly 
8,000,000 advertising messages placed in 
19 national publications to aid in the 
development of a “$50,000 potential Ilg 
business for the dealer in every town of 
10,000 population and over.” 

The broadside describes and illustrates 
the Ilg line and gives full description 
of the merchandising and advertising sup- 
port the company is giving its products 
and its dealers. These include national 
advertising, sales-creating demonstrators, 
window and counter displays, radio 
scripts, finance plans, bill inserts, window 
and counter sales helps. 


GLASS COFFEE BREWER CORP (CORY) 


A new catalog which describes and 
illustrates the entire line of Cory prod- 
ucts, made by the Glass Coffee Brewer 
Corp., 325 No. Wells St., Chicago, Ill. 
has just come off the press. Among the 
new merchandising features presented in 
this new catalog are free spare glass with 
Cory assortments ($3.30 retail value) ; 
the new Cory glass filter rod-funnel 
holder ($1 combination) which makes 
these accessories available to users. 


LAU BLOWER COMPANY 


A new dealer manual, catalog pages, 
newspaper ad mat circular and envelope 
stuffer have been brought out by the Lau 
Blower Company, Dayton, O., in con- 
nection with their 1941 line of “Niteair” 
attic fans, room coolers and panel fans. 
Complete descriptions and illustrations of 
the new units of the line are included in 
the material, according to R. A. Mayne, 
sales manager of the company. 


WESTINGHOUSE FANS 


“Lively Air” is the title of a new cata- 
log of Westinghouse household fans for 
1941 recently issued by that company. 
Specifications, descriptions and _ illustra- 
tions give the dealer the complete story 
on the Westinghouse fan line. 
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GENERAL ELECTRIC MOTORS 


A new two-page folder on FHP jy) 
phase motors has been issued by ; 
General Electric Company at Schen 
tady, N. Y. Construction, rating a 
application are -covered in the fold 
Another two-page folder covers phot 
electric relays and accessories. Anoth 
two-page folder describes the comple 
line of fractional horse-power  direg 
current motors, from 1/20 to 1 h.p. 


EMERSON ELECTRIC MFG. CO, 


Emerson electric fans for 194] q 
described and illustrated in a new a 
handsome catalog recently issued by ¢ 
Emerson Electric Mfg. Co., St. Lou 
Mo. Desk and bracket fans, air circul 
tors, exhaust fans, attic ventilating 2 
kitchen ventilating fans are all descrip 
and illustrated. 


FLORENCE STOVE COMPANY 


A new broadside has been issued by { 
Florence Stove Co., Gardner, Ma 
describing their promotional plans { 
1941 on Florence ranges. 


STROMBERG-CARLSON 


An up-to-date log book is one of { 
new merchandising helps Stromb 
Carlson is providing dealers to take 
vantage of the heightened radio int 
occasioned by reallocation of | stat 
wavelengths. 

It contains a complete listing oi 
stations, revised to include new stat 
and the new wave lengths of old stat 


VICTOR ELECTRIC PRODUCTS 


Victor Electric Products, Inc., 


| cinnati, Ohio, has just published a 


12-page, two-color catalog _ illustrat 
their complete line of “Miracle Bree 
Fans. It is designed to serve as a | 
entation booklet and manual for Vi 
salesmen and jobbers. 


Hotpoint Door Visualizer 


Spin the dial on this 1941 Hotpe 
refrigerator door visualizer, and the @ 
vantages of the storage zone shown § 
the big pointer will be automatice! 
dramatized in the open space above’ 
circle. For example, in the photo, * 
pointer indicates “Extra Storage B 
while the top picture shows the ° 
crowded kitchen shelf—a pet peeve 
every homemaker. By means of a spe 
adhesive, this remarkable sales eid © 
be mounted on the door by simp'y pr® 
ing it in place. 
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vcs Kelvinator Electric Range — All These 


i DELUXE FEATURES 
REGARDLESS OF PRICE—Completely on Model ER-413C—At 830 SAVING 


fe as a} j 
I for V4 Equipped with these Features! - on last year’s prices! 
—ae ® Combination Oven Switch and Thermostat with 5 ®@ Automatic Timer and Minute-Minder. 
suoliner Bake” and “Broil” Signal Lamps. : @ Recessed Automatic Light in Oven, with heat- 


Automatic Pre-Heat Cut-Off. resisting lens. 
© Utility Drawers with Ball-Bearing Rollers. ee ! 
® Choice of either Ring or Rod type Surface Units. 
@ 1200-Watt Scotch Kettle. 
® Rigid One-Piece Welded Steel Body, internally 
cross-braced. 


And Prices Start From Only .. . . $9995* 


e@ Three Utility Drawers, on Ball-Bearing Rollers. 


® Individual Signal Light over each surface unit 
switch. 


@ 7-Speed Surface Units. 
®@ Chrome-trimmed non-glare Top Light. 


ER-413C De Luxe Model Only. . . .°14995* 


Model ER-417— Tops” in the Electric Range Field, with 
. de luxe styling, all de luxe features including Built-in 
Timer — 3-Way Selector Switch—Warmer Drawer with 
Thermostatic Control —$30 less than last $16§995* 


year’s comparable model . . . . 


| 
941 Hotpo 
, and the @ 


A point by point— price by price—analysis of Kelvinator’s “Big *Suggested prices delivered in the Kitchen, east of the Rockies—slightly | 
Three” Range line proves that it is unbeatable. higher west of the Rockies. Wiring, if any, and state and local taxes 
extra. Prices subject to change without notice. 
You can check and prove this to your own satisfaction — just 


meet as your Customers are going to do. 

ace above # Once again the new program of Kelvinator’s retail-minded a ee. : 
he photo, organization has proved sound. Kelvinator Ranges are Built to 
Storage sell— Engineered to sell— Packed with Extras to sell—Priced to bet 

~ po sell—and backed by one of the strongest sales helps in the bet 

of a spec home appliance field—the Range Salesmaster. More 


Nash-Kelvinator Corporation, Detroit, Mich. 
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Chromel serves you well. It is used in the best devices, as the heating 
element—where its fine performance safeguards the good name of 
both yourself and the device maker. You can’t identify Chromel in the 
devices, but you may be sure that those so equipped are good. You're 
smart, when you specify that the heating elements be made of Chromel. 


A comprehensive catalog of the ens 
1941 Victor ian line, it includes their » 
newest fans—the 8 in. Vogue for ; 
home market, and the Revolaire, a cei 
fan fixture for large rooms. 

The outstanding features of each fz, 
such as the Magimatic shift, the “F., 
aire” Breeze Director—are individy; 
illustrated and explained. A cartoon 
page 2 elaborates on the latter feat), 
It compares the action of an ordinary :; 
which gives off harsh cold blasts, , 
the “Miracle Breeze” fan which give 
cool comfort shower of air. 

Specifications and prices are listed , 
each model. 

To secure your copy of the 1941 Vic. 
Fan Catalog, address Victor Ele: 
Products, Inc., 2950 Robertson Re: 
Oakley, Cincinnati, Ohio. 


Sample G.E. 
Water Heater 


The General Electric water heater sale 
section has made miniature wate 
heater models, small enough to be ca 
ried in a salesman's pocket. The fro 
of the model is hinged, unlike + 
original, and swings back to reveal th 
inner shell or tank, heating units, con 
trols, and other features. On the insid 
of the door ten features are listed 
selected by G-E because they stand ‘0 
low cost and long life operation; ro: 
wool insulation. 


KISCO COMPANY 


Kisco Company, Inc., St. Louis, 
souri announces its new 1941 “Take ‘ 
for Circular profits. This is a 48-p4 
sales manual, profusely illustrated. 
copy discusses experienced and pract 
methods of increasing profits throug 
sale of Kisco units. Obtain free copy 
writing the Kisco Company, Inc. 
Louis, Missouri. 


KELVINATOR 


A completely new selling tool for sé 
men is offered by Kelvinator in 
to help promote its 1941 electric 
line. Measuring 15x18 inches in ‘ 
and called the Salesmaster, the pre 
tation represents what is believed t 


the most elaborate and thorough “4 


help ever offered on electric range 
Showing “What Happens \W het 
Kelvinator Electric Range Comes * 
Your Home,” the Salesmaster first » 
the advantages of electric cooking ‘ 
then sells Kelvinator as the finest 
electric ranges. The presentation 15 
in four-colors and is 99 pages long. 
The Salesmaster is designed 
gap between the salesman and tie ? 
pect. The salesman is urged to use " 
all his calls and in every sales talk 
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AND!S! 


FOR YOUR 
INFORMATION 


The Spring Meeting of The Mary- 
land Utilities Association will be held 
at the Lord Baltimore Hotel, Balti- 
more, Maryland, on Friday, April 18th, 
1941. In the morning there will be 
separate meeting of the Gas, Electric, 
and Transportation Groups addressed 
by speakers from within the indus- 
tries on important and timely subjects. 
In the afternoon there will be a com- 
bined session featuring discussions by 
speakers of national reputation. 


This year marks a quarter of a cen- 


tury of ventilating progress for the a 


Autovent Fan and Blower Company 
of Chicago, Illinois. The company 
was organized early in 1916, and they 
have continually improved and_ ex- 
panded their lines until today their 
yentilating products are known to the 
trade as “The Complete Line” of fans, 
blowers, and unit heaters. 


William H. Wells Productions, at 
545 Fifth Avenue has been formed by 
David H. Lion, Julian Roffman, Pro- 
ducer and director of the series “Get- 
ting Your Money’s Worth,” and other 
consumer films, and William H. Wells, 
New York advertising man. 


R. I. Petrie, vice president and gen- 
eral sales manager of The Crosley 
Corporation has presented Harold W. 
Goldstein, general manager of Anchor 
Distributing Co. with a trophy signify- 
ing Mr. Goldsteins’ company as winner 
in the recent Crosley Dealer Coverage 
Contest. 


Decatur Pump Company, makers of 
Burks Deep and Shallow Well Water 
Systems. reports a 43% increase in 
water system sales for 1940 over 1939. 


The D. E. Sanford Company, dis- 

tributors and manufacturers represent- 
atives, have moved into their new 
wilding at 1049 South Hill St., Los 
Angeles. Shipping and warehousing 
services are now all under one roof. 


Chelsea Fan & Blower Company, 
370 West 15th St., New York City, 
lave bought a new plant at Irving- 
ton, N. J 


The A. C. Gilbert Company of New 
Haven, Conn., have leased a seven- 
story building at One West 25th St., 
New York City and 202 Fifth Ave., 
where the New York offices of the 
ompany and the Gilbert Hall of | 
Science will be located. An _ entire 
floor will be devoted to electrical appli- 
ances. 


The Dominion Electrical Manufac- 

turing Company, of Mansfield, Ohio, 
are spending $60,000 to expand their 
lant and manufacturing facilities, ac- 
rding to Benjamin Shaffer, presi- 
lent. Remodelling of the present 
uildings is also scheduled in the ex- 
pansion movement. Dominion, which 
manufactures heating appliances, 
moved to Mansfield from Milwaukee 
in 1935 and now employs more than 
00 people. M. V. Rutherford is sales 
and advertising manager. 


The American Gas Machine Com- 
pany of Albert Lea, Minn., has re- 


If you know your stuff, you find selling’s easy! 


1. Why can a knowledge of design in- 
fluence a prospect? 


What chemical development helped 
bring the price of refrigerators down to 
where people who couldn’t afford them 
eight years ago can now buy them? 


3. Suppose Friend Husband says, 
“Harrrumph! Do you recommend this unit 
because of the ‘Freon’ ?”’ He’s asking about: 


a. the insulation around the door 

b. the make of motor 

c. a type of vegetable compartment 

d. the refrigerant 

e. the temperature vuntrol 

f. the catch on the ice chamber 

g. the process used in welding the case 


4. What feature of modern refrigerators 
is of primary importance to the large ma- 
jority of today’s prospects? Why? 


5. Why is it important to know motor 
ratings? 


6. What one finish combines all the qual- 
ities women want to such a degree that it’s 
the finish for the overwhelming majority 
of today’s refrigerators? 


7. Do you know the answer when a wise- 
acre asks you: “Who’s Yehudi?” (Have 
you heard of this mysterious little guy 
who is always popping up in out-of-the- 
way places?) 
8. Check the reasons why DULUX is so 
popular with prospects: 
Check 
a. It stays white 
b. It’s easy to clean 
c. It retains its gloss 
d. It’s resistant to chipping 
and cracking 
e. It’s resistant to food and 
household grease stains 
f. It is pre-tested for durability 
and wearing qualities 


YOU'LL FIND THE ANSWERS ON THE FOLLOWING PAGE 


ently undergone re-organization. New 
ficers of the company include J, B. 
Olson, president and general man- | 
ager; J. M. Foxx, vice president and 
general sales manager; Pat Hall, sec- 
| 
| 


| 


fettary and treasurer and W. W. 
Krueger, assistant secretary and treas- 
wer. Directors are J. J. Sullivan of 
Inland Steel; J. W. Baillie of Detroit iy 
Lubricator; R. A. Stallman of Wells 
Dickie Co.; A. F. Hall, president of 


the Albert Lea Building and Loan and / a 
B. Olson. 
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THE MODERN FINISH FOR MODERN LIVING.../¢ saves work 
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| | 
FOR REFRIGERATION DEALERS, SALESMEN, SERVICE MEN 
3 
| 
j 
| 
| 
FINISH . | 


ON EXTERIOR 


Answers to the Du Pont Quiz 
on preceding page 


1. You can get a prospect’s interest by pointing out stream- 
lined design; showing how the manufacturer selected the design 
after careful study, why the design of the refrigerator you're dem- 
onstrating provides more space and is better for her needs. 


2. The development of DULUX Enamel by Du Pont research 
chemists. 


3. Freon, produced by Kinetic Chemicals, Inc., is a safe, harmless 
| refrigerant used in refrigerators and air conditioning units. 


4. The finish, It’s the first thing she sees . . . makes that vital first 

impression. And women invariably ask, ‘‘Will this finish last? 

Is it easy to clean? Is it apt to chip or crack or be seriously af- 

| fected by food and grease stains?’’ How the finish answers these 
questions is vital in every sale. 


5. This knowledge comes in handy. For example: A prospect, 
whose refrigerator is four or five years old, likes the new model 
you're showing, but says, ‘‘The price is a little high.’ You can 
point out that the Jower horse-power motor on the new model, 
thanks to recent engineering refinements, can deliver the same 
performance as the higher horse-power motor on her present 
cabinet. And because of this stepped-up efficiency, the new model 
} uses less current with substantial savings every month. 


6. Du Pont DULUX. 


7. Yehudi is the little man who turns out the light when you 
shut the refrigerator door. 


8. If you’ve checked every reason, you're 100% right. 


| E. 1. DU PONT DE NEMOURS & CO. (INC.), FINISHES DIV., WILMINGTON, DEL. 


As Featured by 
Commonwealth- 
E4ison Co., 
Chicago 


% No Harsh Glare 


Easily Adjustable 


% Suitable for Any 
Decorative Theme 


*% With 6-Ft. Under- 
writers’ Cord, Plug 


44 
SIGHT-CONDITIONED BED LAMP 
A wonder seller at $1.95—now a walk-out value 
at $1.00! New type diffusion shield focuses soft, 


glareless light over reader's head onto page. Beau- 
tiful walnut plastic case. Uses regular 60 watt bulb. q 


Convenient 
Order now! 


switch, adjustable rubber clamps. 


individually boxed. Packed 12 or 24 to shipping carton. F. 0. B. Chicago 


M. H. JACOBS COMPANY 


MERCHANDISE MART CHICAGO, ILL. 
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Sam Brolund, general sales 
manager, Kansas G & E, 
Wichita 


G. W. Milliken, vice president, 
Southern Colorado Power, 
Pueblo, Colo. 


MODERN KITCHEN 
BUREAU APPOINTS FIVE 
REGIONAL DIRECTORS 


NEW YORK—Five new Regional 
Directors, all utility executives of long 
experience and knowledge of cooperative 
new business activities, have been ap- 
pointed by The Modern Kitchen Bureau. 
The Directors will represent the Bureau 
in their respective states, assisting deal- 
ers and utilities in carrying out cam- 
paigns and taking positions of leadership 
in the electrical appliance sales activities 
in their states. 

The five new Regional Directors, their 
positions, companies and states, are: 


Sam Brolund, General Sales Manager, 
Kansas Gas & Electric Co., Wichita, Kansas 


| —Kansas, lowa, Nebraska, Missouri. 


A. C. Crandall, Vice President, Indian- 
apolis Power & Light Co., Indianapolis, In- 
diana—Wisconsin, Illinois, Indiana. 

Robert H. Giedd, New Business Manager, 
Florida Power Corporation, St. Petersburg, 
Florida—Florida. 

G. W. Milliken, Vice President, Southern 
Colorado Power Co., Pueblo, Colorado— 


| Wyoming, Colorado, New Mexico. 


L. F. Riegel, General Sales Manager, Gulf 
States Utilities Company, Beaumont, Texas— 
Oklahoma, Texas, Louisiana, Arkansas. 


The total of eighteen Regional Direct- 
ors of the Bureau have been so selected 
that in every state or group of contiguous 
states there will be an official of The 
Modern Kitchen Bureau permanently 
located and ready to assist the electrical 
dealers and utilities in his region in their 
use of Bureau promotional activities. 


St. Charles Has 80% Rise 
ST. CHARLES, ILL—A February 


volume of business eighty per cent above 
the same month in 1940—and the biggest 
February in the firm’s history and the 
second biggest of any month, is reported 


L. F. Riegel, general sales 
manager, Gulf States Utilities, 
Beaumont, Tex. 


Robert H. Giedd, new busi- 
ness manager, Florida Power, 
St. Petersburg, Fla. 


A. C. Crandall, vice president, 
Indianapolis P & L, Indianapo- 
lis, Ind. 


by St. Charles Manufacturing Co., here 
designers and fabricators of St. Charles 
Steel Kitchen Cabinets. 

The record month is largely attributed 
by the company, to a Six Anniversar) 
sales campaign, held during February, " 
which the quota set for the month was 
exceeded by nearly 28 per cent. 

Ten out of nineteen sales supervisors 1 
the country surpassed their quotas, wit 
Jack Cox of Cox Kitchens, Inc., New 
York City, first with 297 per cent of his 
quota. Harry Springer, Ohio, was sec 
ond with 218 per cent; John Bertuccx 
Boston, was third with 167 per cent 


Victor Follows Thru With "After 
Sale" Tag 
CINCINNATI—To overcome the i 


evitable “after sale reaction” when 
buyer wonders if he has made a mistake 
or a good buy, Victor Electric Provucts 
Inc., now have “after sale” tag 
their complete line of “Miracle B: 
fans. An attractive gold foil tag, 
ing a short sales story, is faster 
every fan leaving the Victor plant # 
Cincinnati. 
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D. W. May, sales manager for 
radios and cleaners in G-E's 
new New York branch 


G-E ESTABLISHES 

NEW YORK BRANCH 
NEW YORK—In order to handle 
wre adequately and efficiently the spe- 
ial distribution problems which are pe- 
uliar to certain products in the Metro- 
litan New York area, the General 
Fiectric Company has established a new 
{etropolitan Distributing Branch, 
alquarters in the General 
Building, 570 Lexington Avenue, 

- rk City. As announced by 
‘ndrews, vice president, the new branch 
distribute at wholesale, G-E auto- 
ic heating equipment, room coolers, 


-contained store coolers, and air circu- 
er, tors—products of the company’s air con- 


with 

Electric 

New 
I 


tioning and commercial refrigeration 
partment of Bloomfield, N. J..—as well 
s radio and television receivers and 


bes and vacuum cleaners—products of 
e radio and television and of the appli- 
nce and merchandise departments, of 
fidgeport, Conn. 

Earle Poorman, who has been dis- 
t manager of appliance sales for Gen- 
ral Electric in New York since 1931, 

been appointed manager of the 
etropolitan distributing branch. He will 
ntinue as district appliance sales man- 
ger, in addition to his new responsi- 


-E air conditioning and commercial 
“irigeration products will be distributed 
"the new branch in the counties of 
mx, New York, Westchester, Kings, 
\assau, Queens, Richmond, and Suffolk. 
. E. Pierce has been appointed sales 
anager for heating and air conditioning. 


ent, our firms—Alfred L. Hart, Inc.; 
\po- urner and Harrison Inc.; Island Gas 
ating and Appliance Corp.; and 


han Straus-Duparquet Inc.,—also dis- 
inte these products in parts of this 


Co., here 

it. Charles D, W. May has been named sales man- 
ker, in the new branch, for radios 

attributed 7d vacuum cleaners, and in addition 

nniversary the above-named counties will have 

-bruary, distribution responsibility for 


nonth was ™rthern New Jersey. The radio branch, 


it. ich formerly had headquarters at 450 
ervisors @fourth Avenue, is consolidated in the 
1otas, with 
Inc., New . Griffin has been appointed oper- 
cent of h leg manager of the metropolitan dis- 
, was sec’ branch. Product service and 
Bertuccio, Mrehousing facilities for the new organ- 
per cent. §Ration will be located at 416 West 13th 
New York City. 
\lthough the establishment of the 
ranch was effective as of March 1, the 
“After PPanization will be open for the fran- 
rising of dealers in all of its lines, 
1 lor specialty selling of air condi- 
me t ung products, about April 1, accord- 


when theg to Poorman. The branch will be 
cated on the fourth floor of the G-E 


> Product ulding. The display room for all 
tags forfMPliance products, under the direction of 
‘le Breeze rs, Corinne Robinson, which was 
tag, bear fed on the 12th floor last year, will 
fastened moved to the fourth floor and will be 
r plant “g@rged to include air conditioning and 


Earl Poorman, manager of 
G-E's new New York distribut- 
ing branch 


A. E. Pierce, sales manager 
for heating and air condition- 
ing, G-E, New York 
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commercial refrigeration lines. 
plete product and price information is 
available at the display room. 


PHILCO NETS 
$2,268,568 


For the year 1940, net income of Philco 
Corporation, after all taxes and charges, 
amounted to $2,268,568, as compared with 
$1,899,323 in 1939, it was announced 
today by James T. Buckley, president. 
3ased on the capitalization of the Com- 
pany at December 31, 1940, the 1940 earn- 
ings amounted to $1.65 per share of com- 
mon stock outstanding, as compared with 
$1.38 per share for 1939 had the same 
number of shares been outstanding on 
December 31, 1939. 

“Gross sales of all Philco products in 
1940 totaled $52,311,131, as compared 
with $45,421,078 in 1939, an increase or 
15%,” Mr. Buckley said. “The number 
of radios and refrigerators made and 


Com- | 


sold by Philco in 1940 was greater than | 


in any previous year. In the radio divi- 


sion of the Company’s business, the gain | 


in sales of radio-phonographs, 


principally the exclusive Philco photo- 
electric phonograph, was particularly 
striking.” 


On December 23, 1940, Philco became 
the first manufacturer in the history of 
the radio industry to produce 2,000,000 
receiving sets in one year. 

For the year 1940, Philco’s gross earn- 
ings before federal and state income taxes 
and excess profits taxes totaled $3,595,- 
790, an increase of $1,164,679 over those 
in the preceding year. Federal and state 
income taxes and excess profits taxes 
amounted to $1,327,222 in 1940, as com- 
pared with $531,788 in 1939. 

These increased earnings were pri- 
marily the result of a gain in total sales, 
principally in the refrigerator, phono- 
graph, tube, battery and parts divisions, 
as well as greater operating efficiency, 
Mr. Buckley said. 

Current assets, 
$5,617,993, amounted 
December 31, 1940. 
were $5,912,360. 


including cash of 
to $17,647,409 on 
Current liabilities 


1941 


including | 


A typical YPS Kit- 
chen installation— 
enameled steel sink 
with matching base 


and wall cabinets. 


YOUNGSTOWN 
PRESSED STEEL KITCHENS 


you ae. 


NOT SUBTRACTING a lot of ‘‘extra’’ 
expenses from your Gross to get your 
Net—with YPS Kitchens, there are 
no trade-in or free service expenses 
to deduct. 


MULTIPLYING Your Profits with a 
moderate investment per unit and 
the fast turnover of quick selling, 
popular YPS Kitchens. 


BD 1836_ 


ADDING a Line reminding you of the 
“good old days’’—YPS Kitchens have 
high quality, moderate price and an 
unsaturated mass market. 


DIVIDING Your Selling Expense be- 
cause sales of one or more other ma- 
jor appliances result directly from 
YPS Kitchen sales 
—on an average of 
one to every four. 


Youngstown Pressed Steel Division, Dept. 80 
Mullins Mfg. Corp., Warren, Ohio EM-441 


Please send me complete information on the YPS 
plan for my territory. 


Name 
Address 
City 


State 
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areal LOW COST 
Chih Conditioning 


Low Cost 


Hot Water 


NOW Automatic hot water 


This sensational “packaged-unit™ air con- 
ditioning oi burning furnace is So simplified, 

as water that it’s practically trouble-free and serv- 
to electric and 9: =e ice-proof. Fired by famous Silent-Sioux 
heaters, but —_ Triplex burner that gives unheard of econ- 
one-third the cost. omy. Large. automatic humidifier. Spun 
tention, no service glass filter. Big. quiet running blower. Full 
Wo atte enience automatic control. Delivers 59.000 B.T.U.'s 


nat a conven 
calls. Wha st. Sales at the bonnet. A fast seller because it's 
9 low a cost. 


ailable with uninter- 
omparable 


is av 
rupted service c 


ats priced for the mass market. 
doubling each year. 
MONE Y-MAKING FRANCHISE 
On Complete Line 


| 
——— Write today for full details on profitable 
dealer plan. A complete line of modern 
SI LE NT- SI0U X Styled models. including air conditioning 
Oil Burner furnaces, pot type furnace burners. hot 
Co tion water heaters, and room heaters. Some 
rpora 


distributorships still open. 
ORANGE CiTy. lOWA Sold only through Independent Distributors. 


By Every Standard But Price 


Here's the electric range you've wanted—a range that proves 
deluxe electric service can be inexpensive too. More than 
40 inches wide, Cavalier’s K-36 has an over-size oven with 
extra-thick insulation which permits cool, fast cooking. 
Equipment includes: Three lien units—Budget Cooker— 
Fast oven broiler—Appliance outlet—Provision for Auto- 
matic Timer—Ample storage drawers. Five-heat, rever- 
sible, rotary-type, enclosed switches. Porcelain top and 
oven have no dirt-collecting crevices. The Cavalier K-36 
is a big electric range value, yet it’s priced just above the 
“leader” price range. 


CAVALIER 
CORPORATION 
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STATISTICAL BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite Cook 


Market Analysis Department 
Electrical Merchandising 


REFRIGERATORS 


February, with sales totalling 358,402 
household electric refrigerators, ranks 
second to January as high month in in- 
dustry shipments. In comparison with 
last year, the month’s volume surpassed 
February 1940 by 27.55%, while the two 
months’ cumulative progressed 42.47% 
beyond the same months of 1940. Com- 
pared with January-February 1937, the 
highest year in refrigerator history, the 
1941 volume shows a gain of 76.11%. 


February 1941......358,402 refrigerators 


February 1940...... 280,980 refrigerators 
2 Mas. 1990 515,642 refrigerators 


Saturation, January 1941—16,100,000 
homes, or 63.0% of total wired homes. 


Refrigerator Sales, by Sizes of Boxes 
(Nema Only) 


y Mos. 2 Mos. % 


Cu. Ft. Size 1941 1940 Change 
Up to 4.99... 23,464 28,196 —16.78 
5 - 5.99... 5,000 45,717 —90.63 
6 -6.99... 535,268 343,220 -+55.95 
7 -7.99... 45,738 8,192 +-458.33 
8 & Over... 73,766* 54,197 +36.11 


Total NEMA = 683,236 479,522 +42.48 
* Includes corrected Jan. data. 


v 
ELECTRIC WASHERS 


With both unit sales and average prices 
far in excess of comparable 1940 
achievements, the February 1941 volume 
of household electric washing machines 
amounted to 147,280 washers, selling at 
an average price of $75.13 (retail). This 
represented not only a unit gain of 9.79% 
and a price gain of almost $5.00 per 
washer compared with February 1940, 
but outdistanced the volume of any other 
February in washer history—surpassing 
February 1937 units by 7.95%. 

Another favorable trend noted in the 
lebruary report was in the price break- 
down, which revealed gains in the higher 
priced models with resultant losses in the 
lower priced units. According to this 
analysis, 13.30% of the month’s business 
was done in the $100-and-over classifica- 
tion at an average retail price of $144.31, 
while the $70-$99.99 price group took 
20.02% of the February total, at an aver- 
age price of $85.09. Last year the com- 
bination of these two price groups ac- 
counted for 29.36% of the February total, 
and sold at an average price of $104.46. 

It should be noted, however, that the 
largest share of the business continues 
to be in the medium-priced $50-$69.99 
group. In February 1941 this group 
claimed 46.05% of the volume, average 
price $63.77—compared with 40.70% of 
the February 1940 volume and $64.09 
average price. In both of the lower priced 
models there was a drop from February 
1940—the $40-$49.99 group falling to 
15.75% of the total from 20.64% and the 

Jelow-$40 models dropping to 4.88% 
from 9.30%. 

For the two months of January-Feb- 
ruary 1941 the over-all picture shows a 
10.76% unit gain, with the retail dollar 
volume up 16.39%, effected through the 
rise in average price from $71.35 in 1940 
to $74.98 in 1941. Following estimates of 
industry sales come from the American 


Washer and Ironer Manufacturers’ 

\ssociation: 

February 1941.......... 147,280 washers 

February 1940.......... 134,143 washers 

2 Mos. 1941............272,957 washers 
Mos. 141 washers 


Saturation, January 1941—15,600,000 
homes, or 66.1% of total wired homes. 


APRIL, 


STANDARD IRONERS 


A gain of 26.53% in unit sales of stand- 
ard electric ironers in February 194] 
versus F ebruary 1940 raised the cumula- 
tive volume of the first two months 
22.52% above the comparable 1940 per- 
formance. In retail dollar volume, how- 
ever, owing to the slightly lower average 
price obtained for the month, the per- 
me increase amounted to but 25.46% 
A study of the figures indicates that this 
price reduction was due to the fact that 
the higher priced $80-and-over models, 
although selling at $106 average com- 
pared with $100, took only 51.81% of 
the February 1941 volume, against 
65.39% in February 1940. As a result, 
the medium priced $50-$79.99 models 
gained the difference, consuming 43.84% 
of the February 1941 total, but at the 
lower average price of $67.38 this year 
against $69.21 February 1940. Likewise 
accounting for a lower share of the 
month’s unit total was the $30-$49.99 
group, which constituted but 4.35% of the 
February 1941 sales, compared with 
8.76% February 1940. In this latter 
group, however, the average price in- 
creased to $43.32 from $38.99 a year ago 

On a two months’ comparative basis, 
the 1941 picture shows unit sales w 
22.52%, retail dollar volume up 18.84% 
and average retail prices $83.24 in Febru- 
ary 1941 versus $85.82 in February last 
year. It is also apparent that the gain for 
the period is due to the increased oe ted 
in the $50-$79.99 models, this group show- 


TURN ANYTHING ELECTRICAL 
ON AND OFF REGULARLY 


For Window Lights, Signs, Heat, 
Fans—Hundreds of Useful Jobs 


Self-Starting 


Ratchet Setting Dial; One Minute Ac- 
curacy; Hinged Cover; Lots of Room; 


12 Knock-outs; R.P.M. Indicator 
191 A—Single Pele, 20 Amp. $12.00 
1191 —Single Pole, 35 Amp. 13.00 
962 A—Double Pole, 20 A. ea. 14.00 
1962 —Double Pole, 35 A. ea. 15.00 
Apt. House, 2-S.P. Circuits 22.50 
Sixty Minute and Four Hour Timers 
e 


Dealers Cosh Price 30% From List 


35% on Two or More 


Carried by Jobbers Everywhere 


FACTORY REPAIRS 
There are hundreds 
of thousands of Tork 
Clocks in use. Many 
are obsolete. Get 
complete informa- 


tion about repairs 
and when to recom- 
mend replacements. 
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$12.00 
13.00 
14.00 
15.00 
22.50 
Timers 


List 


pwhere 


, an increase of 90.48% contrasted 
+h losses in the other two groups of 
7% in the $80-and-over models and 
06% in the $30-$49.99 models. 


-bruary 1941... 9,418 standard ironers 
1940... 7,443 standard ironers 
Mos. 1941..... 18,553 standard ironers 
Mos. 1940..... 15,143 standard ironers 


Saturation, January 1941 (all types)— 
(84.800 ironers, or 6.6% of total wired 


mes 


v 


PORTABLE IRONERS 


Continuing at about the same high 
9 of increase as last month, the Feb- 
ary 1941 unit volume of portable 
tric ironers rose 304.16% above com- 
rable sales of 1940. At the same time, 
ing to the increase in average retail 
e from $27.21 to $28.41, the retail 
lar volume was found to be 321.99% 
excess of February 1940. 
Thus, for the two months, as indicated 
the following records of industry sales 
mpiled by the American Washer and 
ner Manufacturers’ Association, the 
r-all gain amounts to 323.51% for 
_ 340.24% for retail dollar volume, 
| average prices $28.43 in 1941 versus 
735 in 1940. 


ruary 1941... ll 074 portable ironers 

ruary 1940.... 2, 740 portable ironers 

23995 portable ironers 

5.413 portable troners 
v 


GAS ENGINE WASHERS 


ough the unit gain for February 
intted to but 1.11% over comparable 
: of 1940, the rise in average retail 
e from $85.45 to $90.03 advanced the 
ar volume 6.53% upwards of Feb- 
, 1940. This spectacular increase in 
: was due to the fact that only 9.11% 
the month’s total was done in the 
w-$70.00 models, while last year 
14% of the month’s purchases fell in 
t group. Thus, while the February 
es show a gain of 38.69% in the $70- 
lover models, the Below-$70 models 
vy a decline of 72.70%. 
In percent to total, the February 1941 
s were divided as follows: 15.69% 
the $100-and-over models, at an aver- 
retail price of $131.20; 75.20% in the 
-§99.99 group, average price $84.63; 
19.11% in the Below-$70.00 models, 
rage price $63.66. For February 1940 
segregation was: 33.74% in‘the Be- 
$70 washers, average price $66.15; 
66.26% in the $70-and-over models, 
rage price $95.28. 
mparing the two months’ period of 
| with 1940, the total shows a gain for 
| of 31.37% in the $70-and-over 
dels, with a loss of 54.11% 
the Below-$70 models. The summary 
ates a unit gain of 5.93% for 1941, 
thaverage price $89.67 this year versus 
in 1940. 


wary 194]....... 8,266 gas washers 
ruary 1940....... 8175 gas washers 
16,000 gas washers 
15,105 gas washers 
v 
RANGES 


mping from a 38.80% increase in 
lary to a 56.95% increase in February 
comparable sales of last year, the 
\ electric range members sold 
highest unit volume of any month 
the industry’s history. Unit sales of 
tuary totalled 51,790 ranges, thus 
‘ting the two months’ cumulative 
12,306 ranges, or 47.43% above the 
period of 1940. 


51,790 ranges 
32,998 ranges 
69,393 ranges 


Saturation, January 1, 1941—2,865.000 
Mes, or 11.2% of total wired homes. 


ECTRICAL MERCHANDISING—APRIL, 


VACUUM CLEANERS 


In February, for the 25th consecutive 
month, floor cleaner sales progressed up- 
wards of the comparative volume of 
the previous year, the increase over 
February 1940 being 10.89%. Likewise, 
the February volume of 129,302 floor 
models constituted the highest February 
output of all time. 

With hand cleaners, the February vol- 
ume while registering an increase of 
22.50% over February 1940, fell 3,781 
units or 9.83% short of February 1937, 
the all-time high for the month. 

For the two months the cumulative 
volume on floor models, surpassing all 
previous records for the period, led 1940 
by 17.67% and 1937 by 20.44%. Hand clean- 
ers, on the other hand, gained 16.50% 
over the comparable two months of 
1940 but declined 8.62% from 1937. 

Following records of industry sales 
come from the Vacuum Cleaner Manu- 
facturers Association: 


February 1941..129,302 floor cleaners & 
34,696 hand cleaners 
.116,606 floor cleaners & 
28,324 hand cleaners 
.246,710 floor cleaners & 
64,873 hand cleaners 
209,659 floor cleaners & 
55,686 hand cleaners 


Saturation, January 1941—12,552,100 
homes, or 49.2% of total wired homes. 


February 1940. 
2 Mos. 1941... 


2 Mos. 1940.... 


v 


RETAIL SALES 


The Department of Commerce reports 
an increase of 12.3% in retail sales of 
household appliances for February 1941 
compared with February 1940, based on 
figures supplied by 251 appliance stores 
throughout the country. By geographic 
areas the business transacted by these 
dealers shows the following change from 
February 1940: 


% Change 
vs. 2/40 


Number Feb. 
Stores 1941 


ENC... 31 413.108 421 
WNC... 24 1527609 —4 
13. 95967 
Mount. 23 74,322 +21 
89 266.102 +9 

231 $1279.973 +12 


ELECTRICITY CONSUMPTION 


Year-end revised data covering 1940 
versus 1939, just released by the Edison 
Electric Institute, indicates that the aver- 
age residential or domestic customer 
consumed 952 kw.hrs. in 1940, or 6.15% 
more than the 897 consumed in 1939. The 
average annual bill paid by these cus- 
tomers was $36.56 in 1940, $35.88 in 1939, 
while the average residential rate dropned 
from 4.00¢ in 1939 to 3.84¢ in 1940. The 
revised number of customers is given as 
follows: 

1940 1939 % 
Customers Customers Change 
Residential 24,951,906 23,965,035 +-4.1 
Rural (dis- 
tinct rural 


.. 685,812 634.249 +81 


Total 
Wired 
Homes . 25,637,718 24,599,284 +4.2 
v 
INVENTORIES 


According to data released by the De- 
partment of Commerce covering the 
operations of 218 household appliance 
dealers, these dealers had on hand an 
inventory valued at $2,463,036 on Decem- 
ber 31, 1940, or 6% higher than their 
comparable stock on December 31, 1939. 
The volume sold by these dealers in 
1940 amounted to $19,503,355, or 12% 
up from their 1939 volume of $17,355,290 


1941 


TOPHET A” NICKEL-CHROME- 
HEATING ELEMENTS 


WILBUR B. DRIVER ¢ 


NEWARK, NEW -ERSEY 


Signal's 1941 
fans embody 
the ultimate 
in Design - 
Quality - Price 


Each fan is generously endowed with the eye appeal 
that commands attention, with important features that 
rate them real values. And, all are in the popular 
price brackets. See your jobber now! 


SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 


Offices in all 
principal cities 
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SELLING MORE 
RANGES EVERY DAY 


thanks to the new Cc H ROMA LOX 


RANGE UNIT 


7 heat 


WHAT A SALES STORY! 


“Two-Units-in one”—the right area for every 
size utensil! All over, metal-to-metal contact for 
faster, tastier, more economical cooking. 


AND 7 DISTINCT HEATS to give the greatest 
cooking flexibility and accuracy! The right 
heat for every cooking need! It's new —Wins 
instant approval of every housewife. 


You can sell more ranges equipped with 
this new 7-heat unit! Use Chromalox units for 
replacement too — they fit all ranges. Write 
today for “How To Sell More Ranges.” 


COOLING 


FOR COOL SUMMER COMFORT 


Installed in the attic, on the attic floor as 
shown in the diagram, or in the attic side wall, 
NITEAIR-COOLING draws in the refreshing 
night air, circulates it through the house, and 
exhausts the stale hot air. NITEAIR-COOLING 
may be installed in bedroom windows, base- 
ments, apartments, offices, stores, clubs, 
churches, and hundreds of other places . . . 
by owners and tenants alike. Because some 
NITEAIR UNITS retail below $50, you can sell 
even modest budgets. A complete merchan- 
dising program helps you sell. Liberal discounts. 


Write for Complete Details Today 


Sole, THE LAU BLOWER CO. 


2018 HOME AVE. 


DAYTON, OHIO 
BLOWERS FANS WHEELS PILLOW BLOCKS 


THERE'S A SALES ENGINEER NEAR YOU 
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LOWEST PRICES 
IN LAU HISTORY! 


Complete Range 
Sizes and Styles 
mean more sales 
and profits for you 


NITEAIR 
ATTIC FAN 


NITEAIR 
WINDOW 


A Portable 
Appliance 


$500 Built This Trade In Shop 


and has been profiting steadily from 
trade-ins over since. There are three 
major reasons, outlined thus: 1. Con- 
struction of a “Trade-In Shop” oper- 
ated separately from the new-appli- 
business. 2. systematic 
low-cost reconditioning program. 3. 
\ppeal to an entirely different cus- 
tomer-bracket. 

The New Mack program revolves 
around the handsome “Trade-In Shop” 
pictured in the accompanying illustra- 
tion, which was built on space already 
owned against the right wall of the 
Mack Building. Measuring approxi- 
mately 15x10 feet, and constructed of 
light brick, wood frame walls and an 
all-glass front, this unique little shop 
is seen by 20,000 motorists daily on 
the busy boulevard passing the store. 
It cost Mr. Markland $500 to build, 
and has since repaid its cost half a 
dozen times. During 1940 more than 
70 used refrigerators, ranges and 
washing machines, all at a good mar- 
gin, went out of this shop, and it has 
proven the source of appeal to a more- 
limited income type of customer the 
store could not hope to reach other- 
wise. 

With the all-glass front, the Trade 
In.Shop can easily show 20 models, 
all under brilliant fluorescent light 
which makes it an instant magnet of 
attention during the evening hours. As 
pictured, all particularly-attractive 
used models are spaced just inside the 
glass, so that there is no doubt in the 
passerby’s mind of the purpose of the 
display. Making an appeal to the 
economy-minded appliance buyer is 
the three-color sign along the top fa- 
cade of the shop, and regular window- 
lettering done ip artistic fashion with 
several colors, and playing up PRICE 
exclusively. “Eye-appeal is the big 
point in selling a used appliance of any 
sort,” Mr. Markland pointed out. “And 
for that reason we made the shop as 
modern as facilities would permit.” 

Perhaps the most surprising feature 
of the shop-annex is the fact that it is 
actually difficult to keep stocked—Mr. 
Markland at several times being forced 
to buy already-reconditioned refriger- 
ators to meet customers’ requests. 
Mack Electric Company cannot get 
enough 5 and 6-foot boxes to keep the 
shop full, and offers a premium al- 
lowance for those which are 
most in demand. 

Since March, all trade-in boxes 
spend the greater part of their time 
in the Trade-In Shop, never entering 
the main building except where Mack’s 
own shop is used in their recondi- 
tioning. Used models for recondition- 
ing afe all realized from trade-ins on 
new boxes, and are individually ap- 
praised by one of Mack’s five sales- 
men, each of whom spend enough time 
in the Trade In Shop to thoroughly 
balance his judgment in making al- 
lowances. 

Maintaining low reconditioning cost 
has been one of the more important 
details—met by Mr. Markland through 
the fact that two separate channels of 
reconditioning service are open. Where 


ance 


sizes 


APRIL, 


CONTINUED FROM PAGE 36 


1941—ELECTRICAL MERCHAND!S! 


trade-ins require only reconditioy 
of electrical parts and paint, the \ 
Electric Company’s own shop 
completely repaint them, and 
qualified electrical repairs, at an aye 
age cost of $5 for both operati 
Where compressor, coils, valve 
other functional parts are in need 
service, this work is contracted 
to a convenient refrigeration ser 
firm—at an average cost of from § 
to $12 for complete reconditioniy 
Seventy percent are reconditioned 
Mack’s—and in that 70% lies : 
major profits of the entire promot 
At the time of appraisal, a s 
ticket or job ticket is made out on 


spot, which determines where ; 
trade-in will go. It is delivered to: J 
service firm in Mack’s trucks, or 
rectly to the Mack basement shop, ; : 
less difficult servicing. Salesmen 


all well trained in appraising the j 
ture value of the box, and there ha 
been few “boners” in prophesying ¢ 
sale price of the reconditioned ; 
frigerator. 


Re-C onditioning Job 
Decides Pricing 


The amount spent for reconditi 
ing, naturally, motivates pricif 
Ninety percent of all trade-ins sell 
$49.50 up, with $89.00 about 
Only a few sell for less than $49 
as Mr. Markland considers that ' 
lowest figure at which used-applia1 
merchandising can be profitable. 
gin approximates 20% on all ; 
with variations, of course, on ran 
and washing machines. The price; 
includes drayage, a 90-day to one-y 


guarantee, and warranty service by! ven 
contract service firm who recon ¢¢q 
tioned the box. 

There is no advertising what sche 
required to move used refrigerators, and 
little sales effort on the part ot ! 
store sales staff, who spend one quic 
and two evenings a week inside ' 
store either in the Trade In Shop ors 
main building. Word-of-mouth exc 
sively has built Mack Electric’s tra Goo 
in volume, and has been sufficient effec 
combination with the eye-appeal oi “4st 
shop itself. Most important, the st of 
is pulling continual business from | large 
income customers who would inevita! 4 ; 
“scare off” from the new-appliat Floo 
store prices, and realizing contin Ceili 
sales to an entirely separate pros} 
market. A surprising feature in ¢ =< 
nection with the Trade In Shop is * 
many new-refrigerator customers * 
over to the shop, and purchase a 5! 
used box for their summer calf 
clubs, boathouses, etc.—usually ! see 
cash. Vent 

“The annex has been consistengg the 1 
profitable for us,” Mr. Marklafil make 
summed up. “And my advice to 4 Dele 
electrical dealership losing on tract able 


problems is to handle this  |usim 
separately, with a separate shop 
possible. In that way, it’s a [usin 
all its own, and can take trad 
pressure entirely off the new 4p 
ance department.” 
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AND!S! 


DELCO 
IRCIRCULATORS 


There are great profit 
opportunities in solv- 
ing the cooling and 
ventilating problems of 
stores, restaurants, 
schools, and factories— 
and these big, new, 
quiet Delco Aircirculat- 
ors turn the trick. 


Good looking and mighty 
effective, they provide the 
easiest, most economical way 
of circulating air in any 
large enclosed space. 


24 and 30 inch models in 
Floor, Counter, Wall, or 
Ceiling types. Plug in like 
an desk fan. 


Send for the 
1941 Catalog 


See the other new model 
Vent and Desk Fans, and 
the new sales helps that will 
make the complete line of 
Delco Fans the most profit- 
able fan line you can handle. 


‘Leo APPLIANCE DIVISION 


MOTORS SALES CORPORATION 


ROCHESTER, N. Y. 


| the appliances when needed. 


What the Dealer 
Is Up Against 


CONTINUED FROM PAGE 29 


$114.75 refrigerator was brought out, | 
that the industry could have saved 
itself and its dealers a lot of head- | 
aches to which they have been sub- | 
jected to since. 

This “strip tease” type of refrig- 
erator with “ceiling zero, visibility 
zero, profit margin, is fine for the 


utilities, who are primarily after the | 


load building feature, but it is a head- 
ache for the dealer. 
“up from,” by the right type of dealer, 
but its insidious danger lies in the 
fact that it puts a “ceiling over trade- 
ins” and this in turn hinders the very 
purpose it was supposed to be for, 
namely to “sell up” from. 


What is Happening 


The dealer, “sells up” to a higher | 


priced refrigerator and then runs head 
long into “Mr. Trade In” and you | 
are right back to the starting point 
namely, which is that no one is going 
to pay $60.00 for a “trade-in” or used 
refrigerator when he can buy a new 
“strip tease” Box for $114.75. Yes in- 
deed the industry could have done 
much better by consulting dealer 
opinion about this move in advance 
and not making the reduction so dras- 
tic. 

The industry could also help the 
dealers greatly in range, refrigerator 
and water heater sales, by encouraging 
more dealer utility cooperative plans. 
Many of the utilities have such plans 
and their dealers as a result are happy 
active load builders, but the situation 
in towns controlled by “combination 
properties” (gas and electric utilities) 
is very unsatisfactory to the electrical 
dealer. This is because only in very 
rare instances do these combination 
companies have dealer cooperative 
plans of any practical value to the 
electrical dealers, who despite this 
lack of cooperation are still actively 
engaged in very valuable load build- 
ing for the utility. 

The situation in combination prop- 
erty towns of this sort can be politely 
called “highly competitive.” It is just 
that to the dealers. 

The dealers who are active and pro- 
gressive in 1941 should better 1940 
sales by 15 to 20% providing their 
distributors and factories can supply 


That will be one of the big prob- 
lems—deliveries. 

Other problems of significance will | 
be credits and proper time selling, 
particularly in defense industry towns. 

Diversification and full line selling 
will be of vital necessity in order to | 
combat saturation which is of course | 
constantly increasing. A dealer with 
several thousand refrigerator custo- 
mers has nothing to worry about, pro- 
viding he diversifies and returns to 
that old fundamental of specialty sell- 
ing “using your user.” 

The dealers road is not an easy one, 
but it can be made a profitable one 
if the above named fundamental fac- 
tors are studied constantly day after 
day, week after week. Eternal vigi- 


It can be sold | 


WeWHEN YOU SELL THI 


THE NEW 


THIS 
HEALTH-HAPPINESS COMBINATION 
‘Every Woman Needs and Deserves 


ARMSTRONG 


WITH EVERY WASHER 


@ Here's the sure-fire plan that makes the sale—Every time you sell a washer, send 


it without special instructions and few of them 
will let the Armstrong go after they have done 
a week's laundry on it in one-half the usual 
time. 

If sale is not made, you have nothing to lose, 
as you are not put to any refinishing expense 
and as we supply a new cloth cover. 

The Armstrong DeLuxe is today’s biggest ironer 
value. 21-inch roll, thermostatic 3-heat con- 
trol. Approved by Underwriters’ Laboratories. 
Retails at $29.95. 


Wire or write for complete details to Dept. EM. 


ARMSTRONG PRODUCTS CORP. 


HUNTINGTON, W. VA. 


along a new Armstrong DeLuxe Ironer for a free trial. Any housewife can operate 


SENSATIONAL— 
Low Priced IRONER TABLE 


*Modern 


amel. Plenty 
of knee 
room. 
Shelf be- 
neath to 
store ironer 
when not in use. A big price leader 
to feature in advertising. 


quick sales and generous profits! 


CONNERSVILLE, 


lance is the price of profits. 


ECTRICAL MERCHANDISING—APRIL, 1941 


uy, 


APPROVED BY 


QUALITY! 
TESTED | 


STEEL 
KITCHEN CABINET 
INSTITUTE 


THE FASTEST GROWING NAME 
IN ALL-STEEL KITCHEN CABINETS! 


Outstanding quality at prices that are right . . . smooth, 
streamlined designing . . . unique merchandising features 
—these are the things that have pushed Auburn Central 
all-steel sinks and cabinets to the forefront as the line for 


Get complete details on the A-C 
Profit Plan. Write, wire or phone! 


AUBURN CENTRAL MANUFACTURING CORP. 


INDIANA 


AUBURN CENTRAL SINKS AND CABINETS - BUILT LIKE A FINE AUTOMOBILE! 
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Parts, Services & Accessories 


UNDISPLAYED RATE: DISPLAYED RATE: 
$1.00 per line per insertion. Minimum charge $4.00. (First line in small black face $12.25 per inch per insertion. Contract rate on request. (An advertising inch is 
type.) Fractions of a line count asa line. Discount of 10% if full payment is made measured vertically %” on one column. There are 4 columns—48 inches to a page.) 


in advance for 4 consecutive insertions of undisplayed ads. 


GUARD 
PROFITS 
with 
SAFE 
HANDLING 


Handle your refrigerators, ranges, patented quick change ratchet nose. Rub- 
radios, kitchen cabinets with ber tired wheels, and completely rubber 
ORANGEVILLE fully rubber up- upholstered throughout. Made in conveni- 
holstered trucks. The only truck with ent sizes. Write for details and prices. 


EF WASHING MACHINE 
LUBRICATION CHART 


For All Popular Machines 


Write for Chart, Lubricant prices 
and name of your nearest jobber. 


e 
Display this new 
line of correct lu- 
bricants — each 
can_ lithographed 
in 3 attractive 
colors. 


Manufacturers complete line of Floor Trucks 


macnn 4 


WRINGERS 


SEARCHLIGHT SECTION 


SERVA LL COM PANY DETROIT, MICHIGAN SELL IG “OPPORTUNITIES” 


EMPLOYMENT 

SPECIALTIES UNDISPLAYED —RATES— DISPLAYED ‘i 

ALTER SERVICE is PROMPT 15 Cents a Worp, MINIMUM OHARGE $3.00 | Individual Spaces with border rules for prov coot 
Positions Wanted (full or part time salaried nent display of advertisements. NIGHT 


able in advance advertising appearing on other than a cop 
tract basis. Contract rates quoted on re 


DIT pads Bor Numbers—Care of publication New York, | 
and covers, washer and ironer covers. Ohio Chicago or San Francisco offices count as quest 
Textile Specialty Co., W. 54th, Cleveland, O 10 words | An advertixing inch is measured %” ver 
and REFRIGERATION Discount of 10% if full payment is made in | tically on a column—4 columns—48 inch =. 


advance for 4 consecutive insertions. to a page. 


—and we have everything you need in Electric Mangle Koll Pads and Covers employment only) 14 the above rates pay- | The advertising rate is $8.00 per inch for s AiR 


PARTS and SUPPLIES * 
Write for free catalog. Fluorescent Lighting. Buy direct. Jobbers ¥ 
Please use your letterhead. prices. All types, 100% General Electric parts. 5 e| 
THE HARRY ALTER co. Catalog free. McGee Radio, FD-2113, K.C., Mo. RE-NU-VATED / ma 
1728 S. Michigan Ave., Chicago, Ill. | Bre 
3 CHICAGO BRANCHES, NORTH, WEST, SOUTH New Advertisements VACUUM CLEAN ERS} : 
NEW YORK PHILADELPHIA BRONX JAMAICA ; it 
NEWARK DETROIT CLEVELAND ST. LOUIS received by May 1 will appear in the May 

issue, subject to limitations of space available Ne 
Get great traffic builders 
A penny Post Card... Here are Axw priced sales builders that give perma- - 
nent a jer satisfaction without headaches or kick- - 
will bring you full and complete details of backs. Yo keep your profits! All leading brands dr 
the best DOLLY in the world - perfetly rebuilt from brush to handle grip. - 
for handling — sold fiaey stay sold! wi 

REFRIGERATORS and RANGES © Write sie interesting price schedule 4 
f] Bre 
YEATES APPLIANCE DOLLY MFG. CO. MILBERN VACUUM CLEANER CO. ——)! ec 
Box 5037 N.L.B. Sta. 2525 W. Kilbourn Ave. 241 W. 23rd STREET, NEW YORK CITY ne 

Long Beach, Calif Milwaukee, Wis. 
Reciators of Vacuum Cleaners 
det 


TRUCKS 


; f Ri Gi y QUALITY FOR HANDLING ALL 
PRODUCTS 


BDATENT IDEAS 
FREE || wanes @ 
Submit the NAME you wish to nwt 
3 
CONFIDENTIAL RON\CY ACHEK 20: 
- mew vou: AT 315 
Phone :egacre 3068 


REFRIGERATORS 


HELP 
VENTILATING EQUIPMENT No. 102 BALANCE TRUCK 
EXHAUST FANS 


WANTED! 


CASTER X-75 TRUCK “Cracker Jack Salesmen who are selling 


SHUTTERS ATTIC FANS other major Electrical Lines to Department, PATENT ATTORNEY — PROF. ENCINED 
BLOWERS INDUSTRIAL FANS Furniture, Appliance, Hardware, and Credit 
AIR CIRCULATORS anges with Ease G Satety Jewelry Stores . . . to add the Fastest selling 
, No. 5 PADDED COVERS item in America! Liberal Commissions to Wh t is 
Write for Catalog and name of your near- for Refrigerators and Ranges qualifiers! All Sales in your territory credited a 


to you! 


Protection for the finish of cabinets 
2 We Cooperate With You! Free Advertising YOUR Pp bl ? 
Heavy Brown Duck, quilted 5" apert Service helps is A profit ‘‘set-up’’ for ro emi: 


est distributor. Low prices. 


CIRCULATORS & DEVICES MFG. CORP. You! Only “LivgWire™ Salesmen will, be De for you 
ia it-Back adjustable onsic ed. yrit i ° 
Im, 19° Prince St. New York City 4 feature bor special sites 122 ond stati? 
SELF-LIFTING PIANO TRUCK CO. FINDLAY, OHIO Permanent Showi American Furniture Are you seeking employment? 
— Or, are you looking for —or offerin 
“a merica’s gest Independent Factory —a business o rtunit of specie 
O 116 SEE de Sherbinin Vacuum Cleaner Modernizers. interest to men + served 
Cle: ‘ The solution of any of these pro 
Shade adapters, finials, harps, risers, oil lems can logicall be found firs 
from one dependable source. lamp adapters, vase caps and miscel- among other readers of Electric 
Quality, Service, Low Prices! poe Merchandising. You can ge! 
i price en —at small cost — 
MIDWEST APPLIANCE PARTS co. for a catalog now. W. N. de Sherbinin EST. 1916 P here. 
2722 W. Division Chicago, Ill. Adapters, Inc., Mt. Kisco, N. Y. 9591 Grand River Ave. Detroit, Mich. 
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THEN ... WATCH 


HOW FAST PROS- 
PECTS BECOME CUS- 
TOMERS 


SIS 


@ It doesn't take high-pressure sales- 
manship to prove the logic of 
Breez-Air home cooling! Here's one 
of the easiest-to-sell ideas that ever 
it the market! 


Note the simple arrangement shown 
above. Here's summer comfort at the 
lowest possible cost. A quiet, effi- 
cient Breez-Air Fan is installed in the 
attic. Operated after sundown, it 
pushes out the accumulated hot ajr, 
draws in cool night air—provides 
modern cooling throughout the sultry 
summer months. 


When you recommend a Buffalo 
Breez-Air Fan for the job you're sure 
to make a hit with the customer. 
Breez-Air Fans are silent in operation, 
economical to run and practically 
never need attention. 


Active sales ahead! Better get 
started on this popular home cooling 
idea right now. Write or wire for full 
details. 


BUFFALO FORGE 
COMPANY 


205 Mortimer St. Buffalo, N. Y. 


CooL 
NIGHT 
AiR 


COOL 
NIGHT 


AIR 
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REG US. Pat OFF 


Take your 
choice 
of complete CORYS 


- - trimmed with matched 
bakelite fittings of ivory- 
tone, jet black, or rich wal- 
nut. However fitted, CORY 
is always a best buy be- 
cause completely equipped 
with de luxe accessories. 


COFFEE BREWER 


ce coffee and tea Untouched by Metal 


Only CORY provides \ 


exclusive features: 


“Safety Stand” Funnel Holder—popular CORY Glass 
Filter Rod—Hinged Decanter Cover—Decoration of glass 


resisting glass by CORNING—Streamline design: wide 


these patented and with genuine platinum—Formed Pouring Lip—Heat- 


neck—all electric units 2-heat (Hi-Low). 


GOING GREAT GUNS 


COMBINATION 


of 2 Great CORY Patents 


—to modernize Glass Coffee Makers other 
than CORY. (1) CORY Safety Stand Funnel 
Holder. (2) CORY Glass Filter ROD. No 
cloths, springs, hooks, chains! WRITE for 
new catalog. 


GLASS COFFEE BREWER. CORP. 


325 NO. WELLS ST. 


CHICAGO, ILL. 
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DID YOU CHIME?" 


Competition Increases 
Sales 


“LECTRICAL dealers in Vancou- 
ver, B, C., protested strenuously 
a year or so ago to anyone they met 


against the advent into the electrical 


ippliance field in Vancouver of the 
T. Eaton Company. These dealers 
pointed out that already Vancouver 


had more large 
proportion to its 


department stores in 
population than any 
Dominion, if not on the 
there was abso- 
lutely no room for the T. Eaton Co. 
in Vancouver. It is interesting to 
change of 


‘ity in the 
continent and that 


view- 
taken place in 
Eaton Co, has 
almost exclusively 
electric appliances, fur- 
niture and allied lines 


note the complete 
point which has now 
Vancouver. The T. 
been concentrating 
on the sale of 
Its quotas set 
rations have 
exceeded that officials of 


‘ 
tor the initial years ope 


been so far 


are highly jubilant and 
who are aware of 
this situation note with interest that 
their own sales instead of declining 
have very materially increased. 

Analyzing this situation it is felt 
that the challenge to greater sales ef- 
fort which the advent of the Eaton 
Company presented to electrical dealers 
for much of the 
sales record achieved. Money is more 
freely circulating owing to war pay- 
rolls and there is also a tendency to 
spend money on durable commodities 
but it is believed that these two fac- 
tors alone could not have built up the 
high sales records in electrical appli- 
ances in B.C. this year had it not been 
for the highly aggressive sales opera- 
tions of all dealers. 


the company 


electrical dealers 


has been responsible 


Weekly Payments Increase 
Store Traffic 


A. LARRIVA one of the three 
a brothers who operate the Ari- 
zona Appliance Mart of Tucson, Ari- 
zona, is a believer in weekly payments, 
for the reason that they bring people 
into the store. He is glad to sell even 
small appliances on the installment 
plan for the same reason. The book- 
keeping may be a nuisance, but the 
constant traffic of customers through 
the store is bound to result in an in- 
crease in business. These same cus- 
tomers might pay monthly by check, 
payments in a_ shorter 
time, but the very fact that their 
weekly installment is small makes it 
easier to come in personally to make 
the payment than to send it by mail. 
When they have cleared the books and 
are ready to make a new purchase they 
are quite at home in the Appliance 
Mart and have probably already fixed 
their eye on something which they 
wish to own. And in the meantime 
there are the small purchases of lamps 
and small appliances which are made 
from time to time. 


or complete 


She Shall Have Music Wherever She Goes 


When Patricia Ellis, screen star, was filling theater engagements in America's 
larger cities, she missed the latest song hits radio brought her in Hollywood. 


"You need not miss the music, Miss Ellis!" 


said R. |. Petrie, vice-president and 


sales manager of the Crosley Corporation, and presented her with one of the 


new Crosley Commuter radios. 
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